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Purpose of this Manual 


Catalogue continuity marketing has become a primary tactical approach adopted across 
all PM brands. This manual is an effort to share and institutionalize the marketing 
processes of continuity catalogue promotion management at Philip Morris. 

How to use this Manual 


Process 

• A catalogue continuity "best practices" master timetable was developed in 
conjunction with various cross-functional departments. After further 
refinements it will be available on-line. 

Integration 

• Each cross-functional department involved in catalogue continuity 
development and execution has a separate section in this binder, in order to 
review departmental functions. 

Coordinatign 

• Each cross-functional department was asked to complete a functional impact 
chart which leads each section. This chart defines the specific tasks, 
responsibilities and lead times received of each department towards their 
contribution to a catalogue continuity program. 

Comnumicatign 

• Supporting documents are provided in each cross-functional departmental 
section. These examples provide tactical communication of program elements 
to a variety of internal and external groups involved in the catalogue 
continuity process. 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
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This timetable was developed in conjunction with 
various members of the cross-functional catalogue 
continuity task force. It included brand, purchasing, 
systems and fulfillment. 

Based on catalogue item quantities, production 
timing may vary. This timetable provides the 
lengthiest example of "Marlboro" quantity lead 
times. 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
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Start Data: 
WM 


Continuity Catalogue "Best Practices" Timeline 



Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
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Continuity Process Review 



Promotion/Theme 
Item Categories 
Item Approval 
Incentive Selection 
Catalog Flow 
Media/Distribution Plan 
Copy Content 
Consumer Benchmark 
Promotion Image/Direction 
Promo Analysis 
Fulfillment Analysis 


Catalog Layout 
Item Development 
Prototype Construction 
Item Specifications 
Final Catalog Comp 
Photography Session 
Copy Review 
Legal Issues Review 
Or der Handling 
Fulfillment Set-Up 
Fulfillment Benchmark 
Delivery Schedule 
Budget/UPC Requirements 
Database/Systems Issues 


Brand 

Purchasing/Finance 
Consumer Marketing Services 
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Printing 

Promotion Distribution 
Sample Production 
Bid Process/RFQ 
Bid Fvaluation 
Requisition/P.O. 

Photo Review/Approval 
Keyline Review/Approval 
P&ll/Budget 
Procurement 
Inventory Receipt 
Benchmark Monitoring 

Fulfillment Reporting 
Quality of Response 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
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Philip Morris USA Continuity Promotions 

Functional Area: Brand Functional Responsibility: Program Strategy _ Name: NJ Parmet _ Page No. 1 


FUNCTIONAL IMPACT CHART 


Inputs 

Source 

y-> 

My Job 

y-> 

Output 

Distribution 

Historical info 

• past programs 

• prior managers 
fulfillment 

Describe scope of functional 

responsibility: 

• gather information 

• analyze trends and make 
inferences 

• Ensure strategic direction 
accurately addresses business 
needs 

Time needed to complete (in weeks): 

• overall promotion 
strategy = Business brief 


Marketplace cynamics 

• analyze trends 

• work with research 

use all available sources 
-» Data net trades, 

Nieben, MSA-qualitative 



Competitive activity 

• Survey FSF 

• Conduct market checks 

• Review internal reports 




Trade marketing Legal 
Database 




Marketing Services 

Brand -> Predecessors 
Management 

Gathering Information 
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Functional Area: Brand _ Functional Responsibility: Program Strategy _ Name: NJ Parmet Page No. 2 


FUNCTIONAL IMPACT CHART 


Inputs 

Source 

My Job 

Output 

Distribution 


cc: all functional groups 
involved 

Describe scope of functional 
responsibility: 

Facilitate creative development 
process by providing clear, 
easily understood creative 
direction that reflects program 
strategy. Ensure direction is 
communicated to all appropriate 
parties. 



Brainstorming sessions 

Brand Group 

Intend support solicit input 
groups. Agency provide as 
much stimulation as possible- 
music, articles, magazines, 
items trends. The skies the 
limit - "move the meter". 

Creative direction/ideas 


Meet with client service 
and creatives 

LBCO 


Clearer direction -» avoids 
misinterpretation. Results 
in creative product that 
"answers" the overall 
program strategy "need.” 


• provide all program 
information to all 
members of team 


Disseminate all relevant 
information to all members of 
group. Ensure open 
communication exists. Solicit 
input from team. Make day-to- 

Day-to-day decisions 
-» Recommendations to 
senior management 




day decisions. Make 
recommendations on big 
decisions to senior management 

i 




Time needed to complete (in weeks): 




12170881 frOZ 
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MARLBORO COUNTRY STORE 
OVERVIEW 
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MARLBORO COUNTRY STORE 


OBJECTIVES 

• Build on-going relationship with smokers (particularly YAS); reward loyalty 
via continuity 

• Enhance Marlboro Country imagery/appeal among current Marlboro smokers 
and competitive smokers 

• Build upon the success of MAT 


STRATEGIES 

• Execute fully integrated promotion to maximize awareness, appeal and 
participation in the program 

• Utilize a variety of promotion vehicles to reach different consumer segments 


£Zt'£88lt'0Z 
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MARLBORO COUNTRY STORE 


PRQMQI1QM&LELAJEQBM 


Encourage continuity of purchase 
discourage alternative purchase 


Create a promotion that gives high quality rewards to loyal consumers: 
attractive offers 

value added justifies higher cost to consumers 


Combine relevance for Marlboro with relevance among Young Adult Smokers: 
imagery must be aspirational among core group 
theme must work with overall brand strategy 


Maintain strong visibility 

demonstrate Marlboro’s size with strong retail presence 
grow top of mind awareness through consistent communication 
with consumers 


l72tr£89Il70Z 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 




MARLBORO COUNTRY STORE 


WHAT IS COUNTRY STORE? 


The Marlboro Country Store is a fully integrated, themed consumer promotion that builds 
on the brand's "Marlboro Country" platform. The program also works well with the 
resurgence of western fashion and culture in the U.S. today. 

Like MAT, Marlboro Country Store is a large scale continuity program that allows 
consumers to collect UPC's for free incentives. 

Marlboro Country Store will provide a promotional umbrella for the brand's retail, direct, 
visibility, advertising, programs. Once again, this program will undoubtedly be one of the 
biggest consumer promotions ever!! 


S2l7£88lfr0Z 
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MARLBORO COUNTRY STORE 
ELEMENTS 
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• Unique UPC code 

• POS/Visibility 

• Retail Promotion 

• Trade Programs 

• Salesforce Programs 

• Advertising 

• Direct Mail 

• Vans 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 




MARLBORO COUNTRY STORE 
UPC CODE LOGO 


• Beginning approximately March 1 
- timing by packing will vary 

• Maintains use of "5 MILES" 

• Same visual, "Country Store" replaces 
"Adventure Team” 

• MCS will accept total of 60 MAT UPC's 
(300 MILES) 

• In Michigan, we will accept unlimited MAT miles 


^Zt'EQQi pqz 
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MARLBORO COUNTRY STORE 
COUNTRY STORE ITEMS 


LOW 

T-Shirt (Red, Blue, Black) 

Bundle of T’s 

Baseball Cap (Red, Black) 

Lighter 

Wallet 

Bandanna 

Harmonica 


MIDDLE 

Denim Shirt 
Dopp Kit 
Thermos 
BBQ Utensils 
Travel Bag 


HIGH 

Barn Jacket (Red) 
Denim Jacket 
Leatherman Utility 
Trail Blanket 
Swiss Army Watch 
Dart Board 
Pool Table 


92fr£88Il70,7 
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MARLBORO COUNTRY STORE 
POS/VIS1B1L1TY 


MCS retail visibility will be designed to create awareness of the program, while inviting 
consumers to "Get the Miles". 


Bold exterior signage 

Objective: Create awareness of the program 

Interior cycle materials (OPM's, B Headers) 

Objective: Encourage consumer participation in continuity program 

Objective: Generate trial/reward loyalty 

Specific programs designed to immediately reward purchase 




Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 




MARLBORO COUNTRY STORE 
RETAIL PROMOTIONS 


Building upon the success of MAT, MCS will maximize purchase continuity over an 8 
month period (May - December) 


Consumers will save MCS miles to redeem for authentic Country Store gear 


3 Consumer Programs 

- May/June B4G1F 

- August 5 Packs w/Free T-Shirt 

- Oct 2 Pack TBD 


Extensive Retail Support 
• Displays 

- Catalogs 

- POS 

- Banners 

- Carton Graphics 


0£ *£9dltrOZ 
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MARLBORO COUNTRY STORE 
CARTON GRAPHICS 


On cartons from May - July 


Utilizes visual and copy to introduce MCS Program to carton buyers 


Red SP/FT 
Gold 100 SP/FT 
Medium KS/100 SP/FT 
Lights KS/100 SP/FT 
Menthol FF/LTS SP/FT 


Provides opportunity to order catalog via 1 800 MARLBORO or order form 
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MARLBORO COUNTRY STORE 
RETAILER REWARDS 


OBJECTIVE 

Encourage retailers to partner with PM, merchandise POS and distribute catalogs efficiently 
to smokers. 

3IBA31SY 

Reward Retail Masters Accounts with MCS merchandise for exhibiting POS and supplying 
catalogs 

RATIONALE 

Provide ongoing awareness for MCS 
PROGRAM 

Three ways retailers can earn points: 

• Sign up points. Retailers get points when they sign up for program 
-before7/1: 3,000points 

-7/2-9/1: 1,000 points 

• POS points 

- various point values assigned to POS materials 

- POS elements verified by FSF who complete prepaid checklist and mail in 

• Catalog points 

- retailers display MCS catalogs with trackable ID codes 

- when consumers order from catalog, retailers (who stocked up on catalog) get 
1,000 points per order 


Z£fr£88TfrOZ 
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MARLBORO COUNTRY STORE 
SALESFORCE PROGRAMS 


OBJ E C TIVE 

Motivate Sales Force and create excitement for Marlboro Country Store Program 

STRAUQY 

Send Country Store sales kit to all Sales and New York Representatives Pair Key NY 
Representatives with Field Sales Individuals 

RATIONALE 

• Visual/Easy to understand Program details 

• Promote teamwork 

PROGRAM 

Provide 

• Gift 

• Brochures 

• Country Store Week 

Gift - Validate the importance of individuals to the program. Send a denim jacket from 
the catalog. 

Brochures - Provide written details/reference for program. Visually focused (1 Sales/1 
Trade) 

Country Store Wee k - Pair non sales personnel with sales individuals. Have each 
team work the field for 3 days getting the retail environment ready with MCS POS. 




Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 





MARLBORO COUNTRY STORE 
ADVERTISING PLAN 


BOB 

• Transition communication encouraging smokers to save up to 300 MAT miles for 
upcoming MCS gear 

• Launches w/o March 7 
PRINT 

• Targets LA-34 smokers, emphasis on YAM'S 

• Introductory ad breaks in June magazines (mid May retail) 

• Delivers catalog/catalog offer 
YAM'S books - catalog 

• Includes 1 800 MARLBORO 
OUTDOOR 

• MAY/JUNE: Introduce Marlboro Country Store 

• "Get the Gear" 

Call 1 800 MARLBORO 

• Blitz marketplace nationally 

^£881^02 
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MARLBORO COUNTRY STORE 
DIRECT MAIL OBJECTIVES 


OVERALL 

• Build awareness 

• Encourage participation 

BY A U P1 E N CE 
MAT Gear Redeemers 
Other MAT Responders 
YAMS/YAFS 

Marlboro Non-Responders 25-44 
Competitive 25-44 


Reinforce positive experience 
Follow up 

Build image (year long) 
Maintain contact economically 
Build image/volume 
Test packing specific offers 




Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 


1994 VAN PROGRAM OBJECTIVES 


• Build franchise 

• Increase visibility 

• Provide direct consumer contact 

• Generate names 

• Provide flexible FSF tool 


9£t"e88itr02 
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• Free offer with Marlboro purchase 
- “show us your pack” 

• 406 customized Marlboro vans with County Store kiosks 

• 602 contracted sales promotion reps 

• Advance and day of POS 

• Name generation survey card 

• Direct mail follow up 

CALENDAR 

• Program runs May 2 - October 15 (24 weeks) 

• Section 51 also January - April (MAT) 

• Possible spring resort coverage March 4 - April 15 

• Off season vans also available for customized FSF use 

££*£8811702 

Van©4 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 



1 9 94 VA N EBQ6BAM 
IMPROVEMENTS VS. 1993 


• More hands-on FSF/Powerforce involvement 

• Increased placement of advance POS 

• 5 back up vans (one per region) to minimize downtime 

• Computerized inventory tracking vs. manual ordering system 

• Full-time vs. part time market managers 

• Additional training sessions scheduled, including FSF 

• More timely database follow up with new names 

• Additional leave behind 2 pack lighter display 




VanM 
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VAN PROGRAM GOALS 


1224 1 993 (thrQugb.9/30) 



EeLQay 

Total Mm 

EecDay 

IoialiMM) 

Consumer contacts 

100 

4.6 

90 

4.1 

Incentives moved 

56 

2.6 

54 

2.5 

Cartons moved 

37.5 

1.7* 

35 

1.6* 

Total Surveys 

75 

3.5 

70 

2.9 

- New names 

60% 

2.1 

69% 

1.9 

- Marlboro 

82% 

2.8 

82% 

2.4 

- Competitive 

18% 

.6 

18% 

.5 


* Translates to 345MM sticks in 1994 and 318MM in 1993 




VanM 
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3 991VAM EBQGBARJNCEtjljyES 


2 Packs 

Disposable lighter 
Leather/brass key ring 


3-.Ead<2 

Sunglasses 

Cap 

Poker dice 


1-Qarton 

Towel 

Softside lunch cooler 
Zippo lighter 


2 Cartons 

Zippo lighter/ashtray 
Duffle bag 
Windbreaker 


Upacks 

T-shirt (2) 
Coleman lantern 


0 ^ 0881^02 
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PHILIP h 

To: 

From: 

Subject: 


1QRRIS USA 


_ INTER-OFFICE CORRESPONDENCE 

120 PARK AVENUE, NEW YORK, NY 10017-5592 


Lisa Boggs 


Date: April 19, 1994 


Nancy Parmet 

MARLBORO COUNTRY STORE : 
CONTINUITY PHASE II CREATIVE BRIEF 


OVERVIEW 



As we've discussed, we are moving forward on the development of "Phase II" 
continuity to support the Country Store Promotion. While this may take the form of 
a catalog, we are looking for other innovative execution techniques that leverage 
the Country Store thematic. 


OBJECTIVE 

The overall objective for "Phase II" is to continue to build on the Country Store 
thematic, create enhanced excitement, and add interest to the program. We are 
particularly interested in creating energy and excitement behind the program. 

Specifically, our business objectives are: 

1. To maximize Marlboro's share among adult smokers, with an emphasis on 
LA-34 years old. 

2. To reinforce our mainline "Marlboro Country" campaign. 


STRATEGY 

Strategically, Phase II of MCS will be aligned with Phase I. We will offer a variety 
of items free with UPC's (number and mix to be determined) Again, we want to 
utilize promotional themes that are strongly linked to Marlboro Country. It is 
important that we focus on adding excitement and energy to the program. Unlike 
MAT, MCS does not inherently possess action - we need to creatively add this 
element to the program. 


TARGET 

Primary: All Adult Smokers 

Secondary: Male and Female Smokers LA - 34 


TIMING 

Retail Launch: November 15th 
Initial comp review: w/o May 9th 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
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April 19, 1994 
Page 2 


EXECUTION GUIDELINES 

We need to approach "Phase II" from two creative perspectives: 

1. A single equity promotion (i.e., catalog or magazine format) 
that carries Phase II from Jan - August. This approach is much 
like how we've handled MAT and Phase I MCS. 

2. A pulsed continuity effort that kicks off in November and continues with 
"mini" updates each month. For example, we could creatively feature 
4-5 items during 4 waves of support. 


IDEAS 

One idea that has been discussed internally is a "continuity magazine" - 
a multi-dimensional, involving piece that would allow us to offer items, 
information, service (?) - all within a "Marlboro Country" context. Another idea is 
"Explore Marlboro Country" - the focus here would be on the range of activities, 
the breath of dimension offered in Marlboro Country. Just ideas; we can discuss 
further. 


BUDGE T 

Budget for preliminary comp development on Phase II is $50,000. Additional 
funding will be considered/approved prior to work being done. 

NP/nr 

cc: N. Lund 

S. Piskor 
D. Stern 

A. von Germeten 

T. Young 

L-B- Cd 

M. Copus 
C. Czymrid 
P. Goggin 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
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PHILIP MORRIS USA 


_ INTER-OFFICE CORRESPONDENCE 

120 PARK AVENUE, NEW YORK, NY 10017-5592 


To: 

From: 

Subject: 


Distribution 

Doron Stern ■pT' 

MARLBORO COUNTRY STORE 
CARTON PICTORIAL PROGRAM 


Date: February 24, 1994 


In support of our effort to encourage participation in, and build excitement for the 
Marlboro Country Store Promotion, Marlboro cartons in June and July will depict 
a Marlboro Country vista on their back panels. The pictorial will feature an offer to 
receive a free Marlboro Country Store catalog by either calling 
1-800-MARLBORO or sending in a completed order form printed on the inside of 
the carton. 

Objectives 

- Stimulate participation in MCS promotion among carton buyers, 
especially in the supermarket environment where POS is traditionally 
discouraged. 

- Build excitement for MCS program by creating talk value among consumers 
and retailers. 

- Reinforce link between MCS promotion and mainline "Country" theme. 

Timing 

Approximately June-July. Exact dates will vary by account type and packing. 

Product 

All Marlboro packings excluding 25's and Ultra Lights, 

auauitlty 

About 96MM cartons between June and July 
MCS Catalog Offe r 

The MCS carton graphic provides consumers two ways of obtaining a free MCS 
catalog; calling 1-800-MARLBORO or sending in an order form. The order form 
will be printed on the inside of the carton and includes space for the smoker's 
regular brand and his signature as well as ordering information. 

DS/nr 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
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DISTR IBU TION 

F. Alfieri 

B. Anderson 

R. Anise 
D. Be ran 

D. Berenson 

S. Bowers 

I. Broeman 
R. Bucciarelli 

K. Bunte 

M. Buonaventura 

R. Camisa 

G. Cardiilo 

L. deSimone 
K. Daragan 

B. Dorr 

M. Duane 

K. Eisen 

N. Ellis 

P. Fernandez 

S. Fetzer 

E. Gawronski 
E. Gee 

M. Gennaro 

J. Gilbert 

L. Glennie 

J. Green 
V. Han 

H. Harwood 
S. Horton 

K. Howe 

R. Huckfeldt 

S. Jannetta 

C. Johnson 

D. Keane 

R. King 

D. Laska 

S. LeVan 

B. Lewis 

S. Lizza 

N. Lund 

M. Mahan 

J. Mansmann 

C. McAuliffe 

T. McGovern 

K. McMahon 
M. Meade 

E. Merlo 

L. Mertz 
R. Mikulay 

D. Moody 

M. Moore 
J. Morgan 


K. Mulligan 
J. Murphy 
V. Murphy 

B. Neidle 
J. Nelson 
T. Nelson 
S. Norris 
V. Occhiuto 
A. O’Neil 
N. Parmet 
A. Patterson 
G. Plaia 

D. Potter 

S. Piskor 
J. Raporte 
N. Recine 
Y. Robinson 

T. Ryan 
M. Saine 
T. Saloun 
M. Salzman 
S. Sampson 
R. Schmid 

M. Schroeder 
M. Schumann 

C. Schwab 

A. Schwartz 
J. Severino 
R. Simons 

D. Smith (Dee) 

J. Spector 

D. Stern 

R. Stirien 

S. Strausser 
V. Strychack 
M. Szymanczk 
J. Taylor 

L. Theaman 
J. Thomas 

F. Thooho 

J. Trojanowski 
C. Tucker 

B. Turo 
V. Valenti 

J. VanderPutten 
S. Vasquez 
A. von Germeten 

M. Waldman 

G. Walsh 
R. Webster 
R. Whalen 
L. Wexler 
R. Wilhelm 


LB.C& 

L. Boggs 

M. Copus 
T. Cutler 
C. Czmyrid 
T. Ebbole 
K. Gibbs 
M. Stone 
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FREE MCS CATALOG ORDER FORM 
(PRINTED ON INSIDE OF CARTON) 


SEND IN THIS CARD. AND WE'LL 
SEND YOUTHE WHOLE STORE. 

Jusl fill mil the card on the right. Send it in. And we’ll 
send you the Marlboro Country Store Catalog for free. 

From jackets to shirts, hats to bags, we've got the 
gear that's made right. And made to look great while it 
gets the job dona 

So, start saving the miles now. And get the gear for 
the great wide open. 

For more information, cal! L800 MARLBORO 
(180062752G7). 


Send me a Free Marlboro Country Store Catalog. 

This •ffer is 900 ! only n (be US and is open to junkers who ireJI years if age w older. LM mm rt|«cst ptr bottscfcoM. Catalog 
iffer is void In residents of Kansas and where otherwise prmkoboML Map and tatting wi be required with >11 Gear merchandise 
orders. Citato) request* must be receded by November 1, W94. Alow 4-fi weeks for catalog delivery Notresponsible for lost, late, 
misdirected, mutilited or postage doe naif. No fac si mil es accepted. 

By participating in this offer and signing below, I certify that I ama cigarette smoker, ?l years of aye r older. I am sfsa wiing to 
receive free cigarettes and branded incentives in the mad, subject to applicable state and federal law 

--Oate af Birth ___ 


. Home Phone ( 


Signature_ 

UrTWrsVUs_ 

Address__ 

Cdy __Slate_ 

What is your regular brand of cigarelles-that is, the brand yat smoke mast often? _ 


peWMWt 


ZIP_ 




Mail to: MARLBORO COUNTRY STORE Offer 
P.O. Rox 778848, Woodslde, NY 11377 


_1 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 




MCS CARTON PICTORIAL 



t.v .« 




GeiMear 



CALL 1-80O-MABLBORO (1-800-627-5267) OR SEE INSIDE CARTON FOR DETAILS. 
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PHILIP MORRIS USA _ INTER-OFFICE CORRESPONDENCE 

120 PARK AVENUE, NEW YORK, NY 10017-5592 


TO: 

FROM: 

SUBJECT: 


Distribution DATE: January 13,1994 

Ashley O'Neil 

Marlboro Country Store B4G1 F Pack Promotion 


OVERVIEW 

During May and June Marlboro will execute a national Country Store 
themed retail product promotion. This promotion will be part of the launch of 
the 1994 Country Store program. 16MM B4G1F pack deals will be 
produced for this program for placement in both Retail Masters and Non- 
Retail Masters pack outlets. Each pack deal will contain a "Bonus Miles" 
offer where consumers can send away to get 25 MCS miles to get started. 

OBJECTIVES 

• To generate awareness/encourage participation in the Marlboro Country 
Store continuity program 

• To build Marlboro volume 

• To maintain a high visibility presence for MCS at retail 

PROGRAM DETAILS 


Timing: 

May 2 - July 1,1994 

Offer: 

B4G1F(16MM deals) 

Scope: 

National 

Penetration: 

Pack outlets 


Primary: Retail Masters accounts 
Secondary: Non-Retail Masters accounts 

Units: 

1.6 Billion 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
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Marlboro B4G1F Elements Memo 
January 13, 1994 
Page 2 


PACKINGS 

Four Marlboro packings will be featured in the B4G1 F promotion: 

• Marlboro Red Box (40%) 

• Marlboro Lights Kings Box (30%) 

• Marlboro Lights 100's Box (20%) 

• Marlboro Medium Kings Box (10%) 

Sales reps are required to pre-book product based on the above 
noted mix of each packing. 

ALLOCATION 

Promotional allocations were based on each region's percent contribution to 
Marlboro's total volume and the requirement for Region 5 heavy-up 
promotion allocations. These calculations were based on a 85% 
participation level among all pack outlets. 

Product will be delivered to wholesalers in 4 shipments (25% of total 
regional allocation per shipment). Two weeks will separate each delivery 
date. 


April 18, 1994 
May 2,1994 
May 16,1994 
June 1,1994 

All promotional product will be produced in Richmond and assembled at 
Pre-Con. Complimentary product will be stickered identifying those packs 
as "Complimentary product, not for re-sale". Special Marlboro Country Store 
packaging has been produced for all promotional product. 

MATERIALS 

Three display sizes have been produced and allocated by region for this 
promotion. They are a 20 deal counter display, 40 deal floor display and 
100 deal floor display. 

Each display will come with a laminated sheet on a grommet chain, featuring 
each item from the catalog (not available in Kansas). Horizontal window 
posters and danglers will also be provided. 


Mad Sr B4G1F Pack Promo 


Source: https://www.industrydocuments.ucsf.edu/docs/knxl0000 
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Marlboro B4G1F Elements Memo 
January 13, 1994 
Page 3 


Since multiple item offers are prohibited in Kansas, single item merchandise 
order cards have been produced for placement in a separate take one 
holder. 

One display kit is required for each participating account. All POS (1 
laminated catalog sheet, 2 danglers, 2 posters) should be placed in ' 
each participating retail account. 

• All display kit orders are to be placed through PM Express 

All POS materials will be assembled into kits as follows: 

BAG1F-20 Deal Display 
RM_Exoress Kit #06301 
Midas #76559 (For Allocation! 

• 20 deal counter display 

• 1 laminated catalog sheet on chain 

• 2 danglers 

• 2 horizontal posters 

B4G1 F - 40 Deal Floor Display 
PM Express Kit# 06302 
Midas # 76560 (For Allocation) 

• 40 deal floor display 

• 1 laminated catalog sheet on chain 

• 2 danglers 

• 2 horizontal posters 

B4G1 F -100 Deal Flo or Display 
PM Express Kit# 06303 
Midas # 76562 (For A llocation! 

• 100 deal floor display 

• 1 laminated catalog sheet on chain 

• 2 danglers 

• 2 horizontal posters 

B4G1F - 40 Deal Flo or Display - Kansas 
EM_Express Kit# 76563 
Midas # 76564 (For Allocation! 

• 40 deal floor display 

• 2 danglers 

• 2 horizontal posters 

• 200 MCS individual item order cards 

• 1 Take one holder for item order cards 


M«i Sr B4G1F Pack Procc 


Source: https://www.industrydocuments.ucsf.edu/docs/knxl0000 
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B4G1 F • Military Repack Sleeve Kit 
PM Express Kit# 76567 
Midas # 76568 (For Allocation! 

• 120 Red Box sleeves 

• 90 Lights Kings Box sleeves 

• 60 Lights 100s Box sleeves 

• 30 Medium Kings Box sleeves 

• 300 Bonus Miles Offer inserts 

ALLOWANCE/TERMS 

FSF to ship display kits directly to retail only. Distributors will receive a 
$0.10 per carton off-invoice handling allowance. 

White promotional cartons will be coded as follows: 

PACKING B4G1 F PROMO CODE - NATIONAL MILITARY CODES 

Red Box 00AF 00AX 

Lights Kings Box 06MF 06MX 

Lights 100s Box 01MF 01 MX 

Medium Kings Box 27NF 27NX 

All promotional product will be assembled into 6M cases. 

No hand tax stamping allowance will be paid against this promotion. 

Since one of the primary objectives of this promotion is to introduce the 
Marlboro Country Store catalogs and enlist smokers into the program, 
promotional product must be merchandised on the temporary displays being 
produced for the promotion. Promotional product is not to be placed on 
other cigarette racks or merchandising areas. 

ORDERING INSTRUCTIONS 

The following provides wholesale delivery dates for promotional product and 
dates for orders. 

Product orders must be entered into the order entry system by: 

3/28/94 for delivery 4/18/94 

4/11/94 fordelivery 5/2/94 

4/25/94 fordelivery 5/16/94 

5/9/94 fordelivery 6/1/94 

Display Kit orders must be ordered via the IVR system: 

Ordering begins 2/14/94 through 6/17/94 

Delivery begins 4/18/94 through 7/1/94 


Mari Sr B4G1 P Pck Proe® 


T 


Source: https://www.industrydocuments.ucsf.edu/docs/knxl0000 
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Marlboro B4G1F Elements Memo 
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TIMING 

Materials due PM Express 

DUE DATE 

April 4,1994 



MATERIAL QUANTITIES, 

Item 

Quantity 

P-QSLft 

EZE 

Free Packs (1 per deal) 

16,000,200 

N/A 

N/A 

B4G1 F 1/2 Carton Sleeves (Dealsl 


Qu an, lily. 

PQS # 


Red Box Military repack sleeves 

18,000 

70757 

30 

Lights Kings Box repack sleeves 

13,500 

70758 

30 • 

Medium Kings Box repack sleeves 

4,500 

70759 

30 

Light 100s Box repack sleeves 

9,000 

70760 

30 

Red Box 

6,382,080 

70638 

60 

Lights Kings Box 

4,786,560 

70649 

60 

Medium Kings Box 

1,595,520 

70650 

60 

Lights 100s Box 

3,191,040 

70651 

60 

25 Bonus Miles/MCS Catalog 

16,000,200 

70639 

N/A 

Request Form Insert 

20 Unit Counter Display 

28,000 

70717 

1 

40 Unit Floor Display 

91,000 

70640 

1 

100 Unit Display 

21,500 

70718 

1 

Laminated Catalog Sheet 

140,500 

70720 

1 

Horizontal Window Poster 

281,000 

70641 

2 

Dangler 

281,000 

70642 

2 

Kansas Take One Holder 

1,300 

70740 

1 

Kansas Item Order Cards 

260,000 

70721 

10* 


* (est. 1300 participating 
pack outlets. 200 cards 
per outlet. 10 bundles of 
10 will be in each kit.) 


Si- B4G1P Pick Promo 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
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B4G1F PRODUCT ALLOCATION 



- :: j 

# 6M CASES 

# 6M CASES 

# 6M CASES 

# 6M CASES 



RED BOX 

LIGHTS BOX 

LIGHT 100’S BOX 

MEDIUM BOX 


TOTAL # 

CASE CODE 

CASE CODE 

CASER CODE 

CODE CODE 

REGION 

B4G1F DEALS 

#00AF 

#06MF 

#01MF 

#27NF 



3,040,200 


3.199.800 


2,719,800 


20,268 


21,332 


18,132 



15,201 

10,134 

15,999 

10,666 

13,599 

9,066 

15,201 

10,134 

19,776 

13,184 


4,533 


5,067 


6,592 


TOTAL 


REGION 


TOTAL # 
B4G1F DEALS 


# 6M CASES 
RED BOX 
CASE CODE 
#00AX 


# 6M CASES 
LIGHTS BOX 
CASE CODE 
#G$MX 


# 6M CASES 
LIGHT 100'S BOX 
CASE CODE 
#01MX 


# 6M CASES 
MEDIUM BOX 
CASE CODE 
#27 NX 



TOTAL 


2 Sfr£88Il702 


Source: https://www.industrydocuments.ucsf.edu/docs/knxl0000 










































































| NATIONAL B4G1F PX)S. ALLOCATIONS | 

REGION 

20 DEAL 

40 DEAL 

100 DEAL 


PM EXPRESS KIT #06301 

PM EXPRESS KIT #06302 

PM EXPRESS KIT #06303 






POS #76559 (for Allocation) 

POS #76560 (for Allocation) 

POS #76562(for Allocation) 

1 

5,320 

17,300 

4,056 

2 

5,600 

18,200 

4,270 

3 

4,760 

15,470 

3,630 

4 

5,320 

17,300 

4.056 

5 

7,000 

22,730 

5,338 

TOTAL 

28,000 

91,000 

21,350 


* MILITARY ALLOCATION - B4G1F 

REGION # KITS - 100 DEAL DISPLAYS 


PM EXPRESS KIT #06303 

PM EXPRESS KIT #76567 





POS #76562(for Allocation) 

POS #76568 (for Allocation) 




i 

120 

40 

2 

66 

22 

3 

93 

31 

4 

66 

22 

5 

105 

35 

TOTAL 

450 

150 


| KANSAS P.O.S. ALLOCATIONS I 


#KITS 



PM EXPRESS KIT #76563 



P/F10 



POS #76564 (for Allocation) 





KANSAS 

1300 



eefreeettos 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
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RETAIL PROMOTION FACT SHEET 


Marlboro 


Promotion Description: Marlboro Country Store 84G1F 


Field Dates: May 2, 1994 to July 1, 1994 


OBJECTIVE/ALLOCATION RATIONALE: 

Generate awareness and encourage participation in the Marlboro Country Store continuity 
program. To build Marlboro volume and maintain a high visibility presence for MCS at retail. 
Allocations are based on Region 5 strategies, region contribution to Marlboro sates and total retail 
pack outlets. 


Geographic Scope H National □ Key Markets/Sections: □ Excluded Markets: 

SPECIAL INSTRUCTIONS : Promotional product is alloacted in the following percentages; Marlboro 
Red Box Kings - 40%, Marlboro Lights Box Kings - 30%, Marlboro Lights Box 100's - 20%, 

Marlboro Medium Box Kings - 10%. Sell-in must incorporate these percentages as shown on the 
pre-book form. 

50% of the product ailocation will be available for the first delivery date of 4/18/94. Please order 
no more than half of your allocation by 3/28/94 and your remaining product allocation can be 


shipped on any of the remaining dates. 


□ Acct. Specific 

v 


□ AfroAmeocen 

□ Asan 


COfTV 

Conv G» 


Dnjg Stores 
Gas 


□ Grocery 

□ Hepenc 


a Carton 300+ 

SuggettedCPW 

□ HoWOgar □ Lqjor 

□ Indan (Tax Exempt) □ Me* March. 


H Pack 100+ 


□ Magi (800CPW+) 

□ Othar_ 


Suggested CPW 
□ Supermen 


Military Participation: E&Yes □ No Military Display Quantity: 450 


PRECON ASSEMBLY: HYes □ No 

Participating Brand Styles: □ Family (S/R Discretion) S3 Packing Specific 
Marl Red Bx Ks-QOAF (cs code) Marl Lts Bx Ks -06MF (ca code) 

Marl Med Bx Ks-27NF (cs code) ^ Marl Lts Bx Is-OIMF (cs code) 


SLEEVED IS BANDEDD 
Sleeve UPC #s: 

85s: 0-28200*1 9130 _ 

100s: 0-28200-1 9131 _ 

85s:_ 

100s:. 


PRODUCT REQUIREMENTS: 

Product Discount $ 


Case Size: H6M Q12M 


. Red Bx: (1.5 cu ft) 17 3/8 x 12 9/16 x 11 3/4 

r.anm r. ih. Lt Bx: (1.8 CU ft) 18 1/16 X 12 11/12 X 11 

3/4 

Weight: 
Rd Bx: 22.5 lb*. 

Tie: 

85s: 

85s: 

Lt Box: 22.0 

lbs. 

100s: 

I00s:_ 

Dimensions: Lt V* Bx: (1.8 cu ft) 21 1/16 x 12 11/16 x 11 

3/4 

. Lt 1'* Bx: 26.0 

lbs. 

85s: 

85*: 

Md Bx: (1-6 cu ft) 18 1/16 x 12 11/12 x 11 

3/4 

Md Bx: '22T 

1FT 

100s: 

100s" 


High: 


PRODUCT HANDLING, HAND STAMPING AND TAX ALLOWANCES: 

Handling Allowance: H Yes DNo $.10 per carton _ Off Invoice: H Yes QNo 

Hand Stamping: QYes H No _ Off Invoice: □ Yes HNo 

SECTION OFFICE TO REQUEST TAX MONEY FROM RICHMOND 


PRODUCT ORDERING: 

Product Order Period: 3-28-94 

Product Delivery Dates: 4-18-94 


4-11-94 


4-25-94 


5-9-94 


5-2-94 


5-16-94 


6-1-94 


Source: https://www.industrydocuments.ucsf.edu/docs/knxl0000 
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j POS ORDERING INFORMATION: 



PMExpress Kit 


100 Deal Display Kit 

40 Deal Display Kit 

20 Deal Display Kit 

40 Deal Kit • Kansas 



100 Deal Floor Display 

40 Deal Floor Display 

20 Deal Countar Display 

40 Deal Floor Display 



2 • Posters 

2 * Poatera 

2 • Posters 

2 • Poatera 

Kit Components: - 


2 - Danglers 

2 - Danglers 

2 • Danglers 

2 • Danglers 

1 

- Laminated Catalogue 

1 * Laminated Catalogue 

1 - Laminatad Catalogue 

200 MCS Order Carde 



on a chain 

on a chain 

on a chain 

1 • Taka Ona Holdar 



I PMExpress Display Kit #: 

06303 

06302 

06301 

76563 

I Kit Order Dates: {FronvTo ) 

2/14/94 - 6/7/94 

2/14/94 - 6/7/94 

2/14/94 • 6/7/94 

2/14/94 • 6/7/94 

Kit available in Field: 


4/18/94 • 7/1/94 

4/18/94 - 7/1/94 

4/18/94 • 7/1/94 

4/18/94 - 7/1/94 

POS #: (For Field 
MIDAS Allocation only) 


76562 

76560 

76559 

76564 

MIDAS P/F: 


1 

1 

1 

1 

PMExpress Kit Dimensions 

Length: 46 1/4" 

42 1/4" 

26" 

42 1/4" 

Width: 


33 1/4" 

t 

CM 

to 

CM 

19" 

26 1/2" 

Height: 


2 1/4" 

2 1/4" 

2 1/4" 

2 1/4" 

Weight: 






(EXaUDGS PRODUCT} 





Assembled Display 

Depth: 

10 3/4" 

10 3/4" 

12 1/4" 

10 3/4" 

Width: 


22 1/2" 

t 

GO 

CO 

U) 

14 1/2" 

15 3/8" 

Height: 


57 1/4" 

55 1/4" 

16 1/4" 

55 1/4" 

UPC Code: 






# Deals/Display: 


100 

4 0 

20 

4 0 

| # Deais/Back Up: 

0 

0 

0 

0 

# Product Ctns: 


50 

20 

10 

20 







PAYMENTS 

e 

e 





Payment To 

Displav/ltem (Retailcr/Diatributorl 

N/A 

Promo Code 

Payment 







MEDIA SUPPORT:HYes □ No Media Advertisement OnlyQ Media Advertisement and Offergl* 

I • Offer 

1 □ Coupon 


Yfthislc 

Clrc. 

Value 

UPC # J 

| □ Product Offer | 

| E9 Incentive 






| □ Sweepstakes | 

I □ Other 






1 





1 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
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RETAIL PROMOTION FACT SHEET 


Marlboro 


Promotion Description: Marlboro Country Store B4Q1F - MILITARY 
•ield Dates: May 2, 1994 to July 1, 1994_ 


OBJECTIVE/ALLOCATION RATIONALE: 

Generate awareness and encourage participation in the Marlboro Country Store continuiity 
program. To build Marlboro volume and maintain a high visibility presence for MCS in exchanges. 


Geographic Scope H National □ Key Markets/Sections: □ Excluded Markets: 

S.EELC1AL ..INSTRUCTIONS: Promotional product is ailoacted in the following percentages; Marlboro 

Red Box Kings • 40%, Marlboro Lights Box Kings - 30%, Marlboro Lights Box 100’s - 20%, 

Marlboro Medium Box Kings - 10%. Prebooks should incorporate these percentages. 

□ Acct. Specific B Carton B Pack 

Su9geawCPW Suggest C0W 

□ AJro American □ Cor* □ Drug Stow □ Groc*fy □ HoWOg* □ Lojot □ kfegt (0OOCPW+) □ Supsowtatts 

□ Assn □ Conv Gas □ Gas □ Hsoamc □ frtoi (TaxExwrpt) □ MassMwdv □ Cthsr 

Military Participation: B Yes □ No Military Display Quantity: 450 

PRECON ASSEMBLY: BYes [HNo SLEEVEDB BANDEDQ 

Participating Brand Styles: □ Family (S/R Discretion) H Packing Speafic Sleeve UPC #•: 

Marl Red Bx Ks • 00AX (cs code) Marl Lts Bx Ks - 06MX (cs code) 85s: 0-28200*1 91 30 

Marl Med Bx Ks- 27NX (cs code) Marl Lts Bx Is- 01MX (cs code) 1 °° s '°: 2 ? 200,19131 - 

PRODUCT REQUIREMENTS: 

Product Discount $ Ca#e siz ® : B 6M CM2M 

O _Rd Bx: (1.5 eu ft) 17 3/5 x 12 9/18 x 11 3/4 „ Tl ®' High: 

Product - - Rd Bx: 22.5 lbs. 85s: 85s: 


Case Cube U Bx: (1.6 cu ft) 18 1/16 x 12 11/12 x 11 3/4 i.t Bx: 22.0 lb. 100s- 100s- 

Dimensions: Lt 1's Bx: (1.8 eu ft) 21 1/16 x 12 11/16 x 11 3/4 Lt 1's Bx: 26.0 lbs. 85s- ." ' 85s- ' 

Md Bx: (1.6 eu ft) 18 1/16 x 12 11/12 x 11 3/4 Md Bx: iS.6 lbs. 100s: 100s: 


PRODUCT HANDLING, HAND STAMPING AND TAX ALLOWANCES: 

Handling Allowance: □ Yes B No Off Invoice: □ Yes HNo 

Hand Stamping: QYes B No Off Invoice: □ Yes HNo 

SECTION OFFICE TO REQUEST TAX MONEY FROM RICHMOND 


* PRODUCT ORDERING: Regions will provide shipping lists to Dee Smith/NYO 
| Product Order Period: 3/28/94 5/9/94 

1 Product Delivery Dates: 4/18/94 5/31/94 



Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
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POS ORDERING INFORMATION: 


PMExpress Kit 


100 Deal Display Kit 

Repack Sleeve Kit 



100 DmI Floor Display 

120 Rd Box Sleeve* 



2 - Posters 

90 Lt Bx Kt Sleavas 

Kit Components: - 


2 • Danglers 

60 Lt Bx Vs Sleeves 

1 

• Laminated Catalogue 

30 Md Bx Kt Sleeves 



on a chain 

300 Bonus Miles 


—~ 


Offer Inserts 

PMExpress Display Kit #: 

06303 

76567 

Kit Order Dates: (From-To ) 

2-14-94 

2-14-94 

Kit available in Reid: 


6-17-94 

6-17-94 

POS #: (For Field 
MIDAS Allocation only) 


76 562 

76568 

MIDAS P/F. 


1 

1 

PMExpress Kit 

Length: 

Dimensions 

46 1'4" 


Width: 


33 V4” 


Height: 


2 V4" 


Weight: 




= xauc€s pficouch 



Assembled Display 

Depth: 

10 3/4" 


Width: 


22 1/2” 


Height: 


57 1/4” 


UPC Code: 




# Deals/Display: 


100 


# Deals/Back Up: 

0 


# Product Ctns: 


5 0 






PAYMENTS 

• 

1 • 




Payment To 

Displav/ltem (Retailer/D istributor) Pr.PmP. CPdP PgymJ.Qi 

WA 


MEDIA SUPPORT: H Yes □No Madia Advertisement OnlyD Media Advertisement and Offer g* 

• -Qtfer vehicle Clrc. YtJu.e UPC .ff 

□ Coupon _ ___ 

□ Product Offer _ _ 

a Incentive __________ _ _ 

□ Sweepstakes ________ __________ _____ ________________ 

□ Other _ __ 


TO 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 






MARLBORO COUNTRY STORE 
BUY FOUR GET ONE FREE 
PRE-BOOKING FORM 


CS-Pr* 


Marlboro Country 
Stone Logo 


STORE NAME: 


ADDRESS: 


ClTY/STATE/ZiP: 


CUSTOMER #: 


SUPPLIER NAME: 


ADDRESS: 


CSTY/STATE/ZJP: 


ATTN: 


Check Box 




BF9«m r 1 33 3R? 1 imHHI 



wmmami 

For Desired 

Mariboro Red 

Marlboro Lights Marlboro Lights Marlboro Medium 1 

Total Cartons 

Total Invoiced 

Quantity and 

Box Kings 

Box.Kinas 

Box 100's 

Bo&J&lnas 

8 Pack Units 

Cartons Per Order 

Packing Mix 


Kings 

10.Q's 

Kings 

1Q0_*s 


4 

3 

2 

i 

8 

2 

6.4 

1.6 


8 

6 

4 

2 

i 6 

4 

12.8 

3.2 


12 

9 

6 

3 

24 

6 

19.2 

4.8 


16 

12 

8 

4 

32 

8 

25.6 

6.4 


20* 

15* 

10* 

... 

40* 

10* 

32* 

. 5* 


24 

18 

12 

6 

48 

1 2 

38.4 

9.6 


28 

21 

14 

7 

56 

1 4 

44.8 

11.2 


32 

24 

16 

8 

64 

1 6 

51.2 

12.8 


36 

27 

18 

9 

72 

18 

57.6 

14.4 


40* 

30* 

20* 

10* 

80* 

20* 

84- 

t«* 


|*Th*M qaantftt** coofcJ ba invo*c*d a* full etttona 1 


Authorized Signature 


PM Signature 


Data Pre-bo 


white- supplier 


yellow-reuiler 


pinlt-«uxe delivery copy 


golden rod-PM Rep copy 


Pag* 1 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
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PHILIP MORRIS USA 


_ INTER-OFFICE CORRESPONDENCE 

120 PARK AVENUE. NEW YORK. NY 10017-5592 


TO: 

FROM: 

SUBJECT: 



Distribution 
T. Youn 
Retaile: 


ogram 


DATE: February 10. 1994 


The Retailer Rewards program has been approved as the trade overlay to the Marlboro Country 
Store promotion. The attached provides an in depth explanation of the program. Please call if you 
have any questions. Thank you. 


Distribunon 
M. .Antonoff 
G. Cardillo 
R. Huckfeldt 
B. Hut fine 

J. Mansmann 

K. McMahon 

L. Mertz 
A. O' Neil 
R. Potts 
J. Restivo 
J. Royail 
P. Sica 

R. Simons 
D. Smith 
D. Stern 
F. Thooho 

M. Tomczak 

R. Whalen 
Master File 

J. Conner-Richmond 
M. Dennis-Richmond 
F. Williams-Richmond 

S. Draddy-Hadley Group 
D. Thomas-Hadley Group 
M. Meade-Madden 

J. Mitchey-Madden 
A. Wiikins-Madden 


cc: N. Lund 
N. Parmet 
S. Piskor 

ro 

o 

■fc. 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
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RETAILER REWARDS 
PROGRAM 


Overview 

Retailer Rewards is a program that rewards Retail Master Accounts with Marlboro Country Store 
(MCS) merchandise. 

Similar to Aisles for Miles, retailers receive points for POS displayed in their store. A key 
difference between the two programs is that Retailer Rewards has additional ways to earn points. 
When a consumer places an order from a MCS catalog obtained at retail, the participating retailer 
earns points. Catalogs can always be available since retailers can call 1 800 577-3777 to order 
more catalogs. 

The more points a retailer accumulates, the more valuable the merchandise. Retailers are 
encouraged to sign up early, display MCS POS and stock MCS catalogs. The program runs the 
duration of the MCS promotion. 


Objectives 

♦ Encourage Retail Master Accounts to partner with PM 

♦ Encourage placement of POS 

♦ Maintain catalog availability at retail 

♦ Sustain promotional presence at retail 


Program Highlights 

Timing: 

Scope: 

Penetration: 

Offer: 

Participation: 


May 1994 - January, 1995 
National 

Retail Master Accounts 
Redeem points for merchandise 
Retail Master Accounts (112,000) 
Direct store shipment 
Sign up participation 


Program - Front End 

A sell sheet detailing the Retailer Rewards program is provided to the field sales force in the 
Marlboro Country Store introductory package, the week of February 28, 1994. Additional sell 
sheets are sent separately. Sales representatives present the Retailer Rewards program to Retail 
Master Accounts during the March/April MCS sell-in. The Retailer Rewards sell sheet details the 
program and provides a postage paid sign up card. Retail Master Accounts must sign up in order 
to participate in the program. Accounts that do not allow individual store participation can 
participate at the headquarters level. 

Retail Master Accounts that initially sign up for the program receive 3,000 start up points. In order 
to maximize participation, another sign up postcard may be mailed in June, to Retail Master 
Accounts that have not signed up for the program. Retail Master Accounts that sign up in June 
receive 1,000 start up points. After June, Retail Master Accounts that wish to sign up can request 
a form by calling l 800 577-3777 but will not receive start up points. 

In addition to the start up points. Retail Master Accounts can earn points by displaying POS. The 
more POS materials that a retailer has, the more points that are awarded. Sales representatives 
have a POS checklist that awards points for every piece of material placed in the store. Sales 

1 

Source: https://www.industrydocuments.ucsf.edu/docs/knxl0000 


041883460 



-i 


representatives record the POS material, mail the postage paid card and the points are credited to 
the store. 

POS points are awarded at specific times throughout the MCS promotion, in May/June, in 
August/September and in October/November. In May/June, Retail Master Accounts can receive up 
to 25.0(H) points by placing the follow ing materials at retail: 


Item 

Points 

B4G1F Display 

10.000 

Banner 

7,000 

Poster 

5.000 

Other POS 

3,000 


The third way that Retail Master Accounts can earn points is by keeping MCS catalogs available. 
Two catalog versions (deluxe and mini) are distributed during the promotion. Mini catalogs are 
distributed via the retail 800 number while deluxe catalogs are distributed with POS materials via 
the IVR system. Both catalogs contain all the MCS items. Coded catalogs are sent to Retail 
Master Accounts while non coded catalogs are sent to non Retail Master Accounts. Catalogs 
issued to Retail Master Accounts have an OCRA code that Links a consumer order back to the store 
where the consumer picked up the catalog. Retail Master Accounts receive 1.000 points for every 
consumer order made from a catalog distributed at their store. When retailers are close to running 
out of catalogs, they call 1 800 577-3777 to order more catalogs. All retailers can call the retail 800 
number to reorder catalogs. Catalogs will be sent to the store within two weeks. 

Participating Retail Master Accounts receive 2 statements detailing the number of points 
accumulated. The statements are issued in August and at the end of the program. Each statement 
details the number of points that a participating Retail Master Account has accumulated. The points 
can be redeemed anytime after the first statement is issued. Retail Master Accounts use the order 
form located on the statement to redeem the points for merchandise. Retail Master Accounts can 
request additional order forms via the retail 800 number. The merchandise available and the points 
required to redeem are: 


Points 

item Required 

Brand M Cap 5,000 

Marlboro Brass Lighter: 10.000 

Marlboro Denim Shirt 25,000 

Leatherman Tool 50,000 

Marlboro Bam Jacket 75,000 


A Retail Master Account with 75,000 points has several ways to redeem the points. The 
participating account can order a Marlboro Barn Jacket or a Marlboro Denim Shirt and a 
Leatherman since both items total to 75,000 points. A Retail Master Account cannot request 15 
Marlboro Caps since a participating retailer cannot receive more than 3 items during the length of 
the Retailer Rewards program. 

The order form is mailed to Neo Data, the request fulfilled, and the merchandise sent to the retailer. 
The Retailer Rewards program ends two months after the last consumer order is accepted. 


Program - Back End 

Sell Sheet 

Program details and merchandise available are provided in a Retailer Rewards sell sheet The sell 
sheet includes a sign up postcard and instructs retailers to call 1 800 577-3777 before they ran out 
of catalogs. 
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Program Pa rticipation 

Retail Master Accounts must sign and return the form on the sell sheet to participate in the 
program. The postcard is mailed to a P.O. Box and forwarded to Neo Data who records and 
maintains a list of participating retailers. Sign up post cards are available at Neo Data in the event 
that retailers inquire about signing up. Retail Master Accounts may sign up at any point during the 
promotion. Non Retail Master Accounts are instructed to contact their sales representative for 
information on becoming Retail Master Accounts. Signatures are archived by Neo Data as proof of 
participation. 

Si gn up Mailing (Neo Data-Des Moines) 

A sign up mailing to Retail Master Accounts may occur in July depending upon the number of 
Retail Master Accounts that have signed up. Neo Data will issue the mailing. Retailer Masters 
who have signed up will be excluded from the mailing. 

Consumer Order Form Tracking (Neo Data-lreland) 

Data entry occurs after verification so that only valid consumer orders are credited to a retailer. The 
OCRA code is recorded and linked back to the retailer that received the sequence of coded catalogs. 

Catalogs (Madden) 

All catalogs are either coded or non coded. Coded catalogs are sent to Retail Master Accounts and 
non coded catalogs are sent to non Retail Master Accounts. Coded catalogs have an 8 digit, zero 
filled. OCRA code printed on the back panel. The OCRA code is located in a 1-1/4" x 5/8" white 
box situated perpendicular to the spine. 

All catalogs are packed 50 to a box and shipped from the printer to PMExpress and to Neo Data. 
Deluxe catalogs are sent with POS material when sales representatives order kits via the IVR 
System. Mini catalogs are used as replenishment catalogs for the retail 800 number. 

Retailer Database Management (Richmond to Neo Data-Boulder) 

PM Richmond provides Neo Data with nightly updates to the retail database based upon the 
SPACE database. The retail database, located at Neo Data, contains a chain affiliation and 
headquarters address in the event that individual stores are aggregated to the chain level. 

Mav Phase 1 (PMExpress) 

Sales representatives order separate POS kits for Retail Master Accounts and non Retail Master 
Accounts via the IVR System at PMExpress. Coded catalog are included in the POS kit for Retail 
Master Accounts and non coded catalogs are included in the POS kit for Non Retail Master 
Accounts. The kit number for Retail Master Accounts is 76574 while the kit number for Non 
Retail Master Accounts is 76606. When catalogs are distributed to Retail Master Accounts, 
PMExpress tracks the OCRA code and records the name, address and retail code of the Retail 
Master Account receiving the shipment 

Coded catalogs can only be sent as a direct store shipment. Depots and warehouses receive non 
Retail Master Account kits (with non coded catalogs) since stores ultimately receiving the catalogs 
cannot be tracked. The IVR system will be programmed to prevent Retail Master Account kits 
(with coded catalogs) from being sent to depots. 

Data Transmission (Madden to Neo Data-Boulder) 

Madden transmits phase I shipment information weekly to Neo Data via the network through 
Richmond. The information includes total number of records sent, retailer number, store address 
and catalog codes. 

Phase II and Phase ID Transmissions (Madden to Neo Data-Boulder) 

Subsequent transmissions are necessary in August (phase II) and in October (phase III) as catalogs 
are distributed during both phases. Similar to May, sales representatives order coded catalog kits 
for Retail Master Accounts and non coded catalog kits for Non Retail Master Accounts via the IVR 
System. 
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POS Points (Neo Data) 

During a retail visit, sales representatives record the POS material on a postage paid postcard and 
drop the postcard in the mail. The postcards are forwarded to Neo Data and the information is 
entered into the retail database. The POS points occur in three waves. May/June, 
August/September and October/November. 

Catalog Orders 1 SOP 577-3777 (Neo Data-Tempe) 

All retailers can order catalogs and take one holders by calling the retail 800 number. Callers that 
are not retailers, are instructed to call 1-800-Marlboro. Retail callers provide their 6 digit retail 
number for verification. If retailers are not aware of their retail number, zip code, phone number 
and address are used to access the identification number. 


Consumer Service Representatives differentiate between Retail Master Accounts and Non Retail 
Master Accounts. Retail Master Accounts receive coded catalogs and non Retail Master Accounts 
receive non coded catalogs. Scripts have been written to anticipate retailer questions and concerns. 

Two separate catalog limitations exist, one per telephone call and the other over the life of the 
program. Both limitations are flexible and can be modified throughout the life of the program. 
During an individual telephone call, retailers with a CPW from 1-499 can order 1 box of catalogs 
(50 catalogs) while retailers with a CPW equal to or greater than 500 can order up to 2 boxes of 
catalogs (100 catalogs). Catalog orders are being monitored to determine when the second 
limitauon needs to be implemented. Currently, a retailer may order catalogs up to 20 times during 
the program. When XMM catalogs have been distributed, a new limitation may be implemented 
based upon the number of callers using the retail 800 number. 

Catalog Fulfillment (Neo Data-Des Moines) 

Orders must be fulfilled such that a retailer receives catalogs within two weeks. Faster service is 
available in the event that a retailer specifically requests immediate turnaround. The catalog codes 
and retailer information is entered into the retail database before the catalogs are mailed. 

Statement Generation/Mailing (Neo Data-Des Moines) 

Retailer statements detailing total accumulated points are generated in August and at the end of the 
program. Statements do not detail whether the points are sign up points, POS points or catalog 
points even though each one is tracked separately. Statements are only issued to Retail Master 
Accounts who have completed a participation form and have points. 


Reward Claims (Neo Data-Des Moines) 

The bottom portion of the statement contains a rewards claim form. Extra claim forms can be 
requested through the retail 800 number. Once an order is processed the points are deducted from 
the account. Awards can be claimed at any time after the first statement in October. CSR can 
access retailer accounts if a retailer calls and inquires about number of points accumulated to date. 

Reward Fulfillment (Neo Data-Des Moines) 

A retailer (retail location) may not request more than three items during the life of the program. 
Chain accounts can order according to the number of stores in the account. A store with 5 stores 
can order a total of 15 items during the life of the program. Fulfillment is tracked and a form 
postcard is issued if a retailer exceeds the item limitation. Retailers are instructed to allow 10-12 
weeks for delivery. The five items that a retailer can redeem points for are: 


Item 

Brand M Cap 
Marlboro Brass Lighter: 
Marlboro Denim Shirt 
Leatherman Tool 
Marlboro Bam Jacket 


Points Required 
5,000 
10,000 
25,000 
50,000 
75,000 
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Forecast (Purchasing) 

The items tor the Retailer Rewards program are the same as the items available to consumers. The 
items must be available by early July since statements are sent to retailers in August, and Retail 
Master Accounts can redeem points after the initial statement. The quantities detailed below are in 
addition to the consumer forecast: 


iiam 

Quaoasyi 

Brand M Cap 

50,000 

Marlboro Brass Lighter: 

40.000 

Marlboro Denim Shin 

30.000 

Leatherman Tool 

18,000 

Marlboro Bam Jacket 

3,500 


Reporting (Market Research) 

Weekly and monthly status reports will be issued. Areas of interest include retailer sign up, 
accumulated points by vehicle (sign up/POS/catalog), orders redeemed, merchandise redeemed and 
items fulfilled. Non Retail Master information may be desired as a control variable on a less 
frequent basis. 

Timing i All Parties) 

All elements of the program must be tested and in place by April 18, 1994. A recorded message 
must be installed by February 28. 1994 in the event that a retailer calls 1 800 577-3777 to inquire 
about the program. 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
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RETAILER REWARD KEY INFORMATION 


FACTS 

Total Retail Stores 1993 
Retail Master Stores 
Non Retail Master Stores 

Total CPW 1993 
Retail Master CPW 
Non Retail Master CPW 

Catalog Mix (Actually Distributed) 



.MAT 

5L 

M£S. 

Retail 

1 15.0MM 

72% 

48.0MM 

Media 

27.0MM 

17% 

28.0MM 

Direct 

13.5MM 

8% 

9.0MM 

Vans Events 

2.3MM 

1% 

1.0MM 

Fulfillment 

2.7MM 

2 St 

8.6MM 

Total 

160.5MM 

100% 

94.6MM 


Retailer Participation Aisles Mile 1 (IX.529) 

Retailer Participation Aisles Miles II ( 13.825) 

ASSUMPTIONS 
Total MAT orders projected 
MAT orders to date 
MAT orders from Retail 

MCS orders projected 

MCS orders from Retail 

Retail orders from Retail Master Accounts 

Retail Master Account Sign Up Initial 
Retail Master Account Sign Up Contingency 
Retail Master Account Merchandise Claim 
Maximum # Items Ordered 

Total Deluxe Catalogs at Retail 
Coded Deluxe Catalogs at Retail 
Non Coded Deluxe Catalogs at Retail 

May Phase I Allocation (100 cat/store) 
August Phase II Allocation (50 cat/store) 

Total Mini Catalogs 
Coded Mini Catalogs 
Non Coded Mini Catalogs 

# Boxes (50 cat/box) 


6 


216M 
112M 
104M 

45MM 

27MM 

18MM 


3L 

50% 

30% 

10 % 

1 % 

9% 

100 % 

16% 

13% 


6.7MM 

4.7MM 

3.7MM 

4.7MM 

2.3MM 

1.8MM 

30% 

10 % 

90% 

3 

32MM 

19MM 

13MM 

21MM 

11MM 

16MM 

10MM 

6MM 

320M 
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RETAILER REWARD KEY CONTACTS 


PHILIP MORRIS 


Brand 

Ashley O'Neil 

Nancy Parmet 

Tracy Young 

(212)878-2987 
(212)878-2216 
(212)880-3732 

Customer Service 

Janice McDaniel 

Jeanine Restdvo 

(212) 880-3751 
(212) 878-2735 

Fulfillment 

Kathy McMahon 

John Trojanowski 

(212)880-3847 
(212)880-3360 

IS 

Reggie Pons 

Jim Rovail 

(212)880-3193 
(212)880-5004 

IS Richmond 

Jim Conner 

Vlike Dennis 

Frank Williams 

(804) 220-6658 
(804) 220-5693 
(804) 220-6605 

Logistics 

Gerard Cardillo 

Rob Huckfeldt 

(212)878-2585 
(212)878-2925 

Marketing Services 

Brace Huffine 

Renee Simons 

(212)878-2487 
(212)880-3282 

Research 

Paula Sica 

Roy Whalen 

(212)880-3676 
(212)880-3892 

Sales 

Jack Mansmann 

(212)880-3342 
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RETAILER REWARDS KEY CONTACTS 


MADDEN 

Mary Anne Meade 
Jim Mitchie 
An Willems 


(212) 880-4117 
(708)775-3513 
(708)775-3504 


MSA 

Trish Alleyne-Chin 
Lisa Bautista 
Nidhi Gangwar 


NEO DATA 

Brian Burgett 
Rich Edwards 
Chris Warwick 
Barb Waller 


HADLEY GROL'P 
Sue Draddy 
Dan Thomas 


(212) 880-3404 
(412) 362-2000 
(415) 362-2000 


(515) 237-4087 
(515) 237-4800 
(515) 237-4744 
(515) 284-2092 


(212) 714-2550 x 154 
(212)714-2550 x216 
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Retailer Rewards 
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RHTAII.HR RFWARDS M.OW C HAR I 


1. Sales rep initiates contact with Retailer 

2. Decision whether retailer is RM 

3. Non RM calls 800 tf (Tempe) 

4. Non coded catalog request sent via Tempe and 
Boulder to Des Moines 

5. Des Moines receives request and sends non coded 
catalogs 

6. Non RM receives non coded catalogs 

7. RM has option to sign up for RR program 

8. RM on mailing list 

9. RM receives contingency sign up mailing 

10. RM has option to sign up 

11. Sign up information captured in Des Moines 

12. RM orders coded catalogs 

13. RM has option to sign up via phone 

14. Tempe captures info and sends to Boulder 

15. Boulder records new participant 

16. RM calls 800 # (Tempe) for catalogs 

17. Tempe sends order via Boulder to Des Moines 

18. RM receives coded catalogs 

19. Customer takes catalogs 

20. Customer decides to order MCS items 

21. Order form captured in Ireland 

. 22. Info from Ireland transferred to Boulder 

23. Info from Boulder transferred to Des Moines 

24. Des Moines fulfills order and includes non coded 
catalog 

25. Consumer decides to order MCS items again 


26. RM receives ROS points 

27. RM account credited 

28. RM receives statement 

29. RM decides whether to redeem points 

30. RM sends reward claim form (RCF) to Des Moines 

31. Des Moines processes RCF and sends to Boulder 

32. Fulfillment decides whether retailer has sufficient points 

33. Non compliance letter sent to RM 

34. RM account debited in Boulder 

35. Des Moines fulfills order 

36. RM determines if goods satisfactorily received 

37. RM calls Tempe 

38. Tempe instructs retailer to return merchandise 


Retailer Rewards 
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120 PARK AVENUE, NEW YORK, NY 10017-5592 


TO: 

FROM: 

SUBJECT: 


OVERVIEW 

The Marlboro Country Store promotion is being supported with a wide variety of Point of 
Sale materials. The individual pieces have been designed to provide strong impact and 
visibility at retail. The materials should be placed in early May and replaced as 
necessary throughout the promotion period. 

It is critical that the field sales force order this program since catalogs will 
be available through this program and not through the B4G1 F program. 


OBJECTIVES 

• Create awareness and talk value for Marlboro Country Store 

• Extend advertising imagery to the retail environment during the launch period 


PROGRAM DETAILS 

Timing: 5/2/94-7/1/94 

Scope: National 

Penetration: Retail and Non Retail Master Accounts 


ALLOCATION 

Exhibit A details Regional, Military and Kansas allocations. 


MATERIALS 

Exhibit B details how the POS materials are assembled into Kits. The materials are: 

Banner Two sizes are available. Both banners are 2 color items. (3’ x 9' 

and 3' x 4'). 

Pennant Rope The rope is 60’ in length and has 32 flags. The rope can be 

placed inside as well as outside. 

OHPMs 4 ft - non lit (13-7/16” x 31-9/16") 

6 ft - non lit (13-7/16" x 40-15/16") 

8 ft - non lit (13-7/16" x 63-7/16") 

2 ft - lit (17-1/4 H x 25-3/8") 

Rearlit Signage - lit (13-7/8" x 40-7/8") 
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New Retrofit - lit (16-15/16" x 45-7/16”) 
Version III (12-3/32" x 42-25/32") 
Southland (12-3/32" x 32-1 /4") 


Carton Rack Fixture Vision 2000 (8" x 24.719") 

System 2000 1' (7-3/4" x 11 -5/8") 

System 2000 2’ (7-3/4” x 23-5/8") 

B Headers/B Strips All B headers are 6’ wide (4-15/32” x 13-5/8"). All B strips are 10’ 

wide with perforations that adapt to the 6 and 8 wide strips (1- 
1/4" x 22-11/16"). 

Mobile Two visuals have been designed for multiple placement in an 

account. One mobile is in the shape of the barn jacket (24" x 
30") while the second is in the shape of the gear bag (24" x 24"). 

Poster Three different visuals have been designed for multiple 

placement in an account. One poster features the Swiss Army 
Watch, another features the Denim Shirt, while the another 
features the collage with a "GET THE GEAR" message (21" x 
15 "). 

Counter Balance Two sizes are available: a small size (19-1/2" x 32-3/4") and a 

large size (30-3/4" x 50-3/4"). 

Change Mat One size is available (10-1 /2" x 15"). 

Take One Box The take one box has a semi permanent base with a board stock 

riser card. The riser card features a telephone number (1-800- 
577-3777) that retailers call to order more catalogs (11-3/4" x 7- 
5/8" x 7-1/4"). 

Catalogs Coded Catalogs are ordered for Retail MasteF Accounts and non 

coded catalogs are ordered for non Retail Master Accounts. 
Catalogs issued to retail master accounts have an OCRA code 
that links an order back to the store where the consumer picked 
up the catalog. See the Retailer Rewards Elements memo for 
program details. 


ORDERING INSTRUCTIONS 

Orders must be entered into the order entry system accordingly: 

Order Dates: 3/1/94-6/17/94 

Available in Reid: 4/18/94 - 7/1 /94 

Promotion Start Date: 5/2/94 


MATERIALS TIMING 

Materials due at PMExpress by 4/4/94. 
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MARLBORO COUNTRY ^ .yRE POS ALLOCATION 
EXHIBIT A 



POS# 

Alloc# 

Kit# 

Reg I 

Reg 2 

Reg 3 

Reg 4 

Reg 5 

Military 

Kansas 

Total 

Description l 




(20%) 

(24%) 

(20%) 

(20%) 

(16%) 




Retail Masters POS Kit 

NA 

76575 

76574 

15,000 

18,000 

15,000 

15,000 

12,000 

0 

0 

75,000 • 

Non Retail Masters POS Kit 

NA 

76573 

76606 

15,000 

18,000 

15,000 

15,000 

12,000 

0 

0 

75,000 2 

Kansas POS Kit 

NA 

76671 

76670 

0 

0 

0 

0 

0 

0 

1,300 

1,300 

Military POS Kit 

NA 

76674 

76673 

200 

200 

200 

200 

200 

1,000 

0 

1,000 

Hanging Mobile Kit (Jacket&Bag) 

70729 

70729 

76607 

7,970 

9,564 

7,970 

7,970 

6,376 

150 

0 

40,000 

Counter Balance Overlay Small 

70736 

70736 

76572 

4,000 

4,800 

4,000 

4,000 

3,200 

0 

0 

20,000 

Counter Balance Overlay Large 

67427 

67427 

76571 

3,980 

4,776 

3,980 

3,980 

3,184 

100 

0 

20,000 

OHPM 4 ft Non Lit 

70733 

70733 

76608 

983 

1,180 

983 

983 

786 

85 

0 

5,000 

OHPM 6 ft Non Lit 

70734 

70734 

76609 

7,968 

9,562 

7,968 

7,968 

6,374 

160 

0 

40,000 

OHPM 8 ft Non Lit 

70735 

70735 

76610 

9,983 

11,980 

9,983 

9,983 

7,986 

85 

0 

50,000 

3‘ x 4‘ Banner 

70722 

70722 

76603 

7,980 

9,576 

7,980 

7,980 

6,384 

100 

0 

40,000 

3’ x 9’ Banner 

70723 

70723 

76604 

3,990 

4,788 

3,990 

3,990 

3,192 

50 

0 

20,000 

Pennant Rope 

70724 

70724 

76605 

2,970 

3,564 

2,970 

2,970 

2,376 

150 

0 

15,000 

Take One Box - Deluxe 

70725 

76612 

76611 

4,540 

5,448 

4,540 

4,540 

3,632 

0 

0 

22,700 

Catalogs-Deluxe Coded (box of 5Q cat) 

70743 

76614 

76613 

27,000 

32,400 

27,000 

27,000 

21,600 

0 

0 

135,000 

Catalogs-Deluxe Non Coded (box of 50 cat) 

70742 

76616 

76615 

10,600 

12,720 

10,600 

10,600 

8,480 

0 

0 

53,000 ? 

System 2000 Single Header 1* Lit 

67414 

67414 

76649 

5,000 

6,000 

5,000 

5,000 

4,000 

0 

0 

25,000 

System 2000 Single Header X Lit 

67428 

67428 

76650 

4,000 

4,800 

4,000 

4,000 

3,200 

0 

0 

20,000 

V2000 Carton Header Lit 

67413 

67413 

76651 

260 

312 

260 

260 

208 

0 

0 

1,300 

OHPM Version m Lit 

67415 

67415 

76652 

1,200 

1,440 

1,200 

1,200 

960 

0 

0 

6,000 

OHPM Rearlit Signage Lit 

67416 

67416 

76653 

375 

450 

375 

375 

300 

0 

0 

1,875 

OHPM New Retrofit Lit 

67417 

67417 

76654 

200 

240 

200 

200 

160 

0 

0 

1,000 

OHPM 2 ft Lit 

67418 

67418 

76655 

200 

240 

200 

200 

160 

0 

0 

1,000 

OHPM - Southland 

67493 

67493 

76672 

1,000 

1,200 

1,000 

1,000 

800 

0 

0 

5,000 
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MARLBORO COUNTRY STORE POS KIT INFORMATION 
EXHIBIT B 


Dimension Inc Trim 



POS# 

ALLOC# 

KIT# 

QUANTITY 

(HXL) 

RETAIL MASTERS KIT 

Take one Box-Deluxe 

70725 

76575 

76574 

75,000 

11-3/4" x 7-5/8" x7-l/4 M 

Window Poster-Collage 

70726 

76575 

76574 

150,000 

21"x15" 

Window Poster-Denim Shirt 

70727 

76575 

76574 

150,000 

21"x15" 

Window Poster-Watch 

70728 

76575 

76574 

150,000 

21"x15" 

Static Cling 2 sided 

67426 

76575 

76574 

75,000 

4-15/32" x 13-5/8" 

Change Mat 

70730 

76575 

76574 

75,000 

10-1/2" x 15" 

B Header (6 wide) 

70731 

76575 

76574 

75,000 

4-15/32" x 13-5/8" 

B Strip (6/8/10 wide) 

70732 

76575 

76574 

225,000 

1-1/4" x 22-11/16" 

Catalog-Deluxe Coded (2 bxes of 50 cat) 

70743 

76575 

76574 

75,000 

NA 


NON-RETAIL MASTERS KIT 


Take one Box-Deluxe 

70725 

76573 

76606 

75,000 

11-3/4" x 7-5/8" x 7-1/4" 

Window Poster-Collage 

70726 

76573 

76606 

150,000 

21"x15" 

Window Poster-Denim Shirt 

70727 

76573 

76606 

150,000 

21"x15” 

Window Poster-Watch 

70728 

76573 

76606 

150,000 

21"x15" 

Static Cling 2 sided 

67426 

76573 

76606 

75,000 

4-15/32" x 13-5/8" 

Change Mat 

70730 

76573 

76606 

75,000 

10-1/2" x 15" 

B Header (6 wide) 

70731 

76573 

76606 

75,000 

4-15/32” x 13-5/8" 

B Strip (6/8/10 wide) 

70732 

76573 

76606 

225,000 

1-1/4" x 22-11/16" 

Catalog-Deluxe Non Coded (2 bxes of 50 cat) 

70742 

76573 

76606 

75,000 

NA 

KANSAS KIT 

Take one Box-Deluxe 

70725 

76671 

76670 

1,300 

11-3/4" x 7-5/8" x 7-1/4" 

Window Poster-Collage 

67494 

76671 

76670 

2,600 

21" x 15" 

Window Poster-Denim Shirt 

67495 

76671 

76670 

2,600 

21"x 15" 

Static Cling 2 sided 

67498 

76671 

76670 

1,300 

4-15/32" x 13-5/8" 

Change Mat 

67499 

76671 

76670 

1,300 

10-1/2" x 15" 

B Header (6 wide) 

67496 

76671 

76670 

uoo 

4-15/32" x 13-5/8" 

B Strip (6/8/10 wide) 

67497 

76671 

76670 

3,900 

1-1/4" x 22-11/16" 

Banner 3' x 4* 

67500 

76671 

76670 

1,300 

3’x 4‘ 

Mobile - Bam Jacket 

67501 

76671 

76670 

uoo 

24" x 36" 

Merchandise Cards (200 cards) 

70721 

76671 

76670 

1,300 

NA 


MILITARY KIT 


Take one Box-Deluxe 

70725 

76674 

76673 

1,000 

11-3/4" x 7-5/8" x 7-1/4" 

Window Poster-Collage 

70726 

76674 

76673 

2,000 

21"x15" 

Window Poster-Denim Shirt 

70727 

76674 

76673 

2,000 

21"x 15" 

Window Poster-Watch 

70728 

76674 

76673 

2,000 

21"x 15" 

Static Cling 2 sided 

67426 

76674 

76673 

1,000 

4-15/32" x 13-5/8" 

Change Mat 

70730 

76674 

76673 

1,000 

10-1/2” x 15" 

B Header (6 wide) 

70731 

76674 

76673 

1,000 

4-15/32" x 13-5/8" 

B Strip (6/8/10 wide) 

70732 

76674 

76673 

3,000 

1-1/4" x 22-11/16" 

Catalog-Deluxe Non Coded (2 bxes of 50 cat) 

67504 

76674 

76673 

1,000 

NA 

ADDITIONAL POS 

Counter Balance Overlay Sm 

70736 

70736 

76572 

20,000 

19-1/2" x 32-3/4" 

Counter Balance Overlay Lg 

67427. 

67427 

76571 

20,000 

30-3/4" x 50-3/4" 

Hanging Mobile-Barn Jacket 

70729 

70729 

76607 

40,000 

24"x 30" 

Hanging Mobile-Gear Bag 

67461 

70729 

76607 

40,000 

24"x 24" 

OHPM - 4 ft 

70733 

70733 

76608 

5,000 

13-7/16" x 31-9/16" 

OHPM - 6 ft 

70734 

70734 

76609 

40,000 

13-7/6" x 40-15/16" 

OHPM - 8 ft 

70735 

70735 

76610 

50,000 

13-7/16" x 63-7/16" 

3X4 Banner 

70722 

70722 

76603 

40,000 

3' x 4' 

3X9 Banner 

70723 

70723 

76604 

20,000 

3*x9* 

Pennant Rope 

70724 

70724 

76605 

15,000 

60* L 32 flags 

Take one Box-Deluxe 

70725 

76612 

76611 

22,700 

11-3/4" x 7-5/8" x 7-1/4" 

Catalog-Deluxe Coded (bx of 50 cat) 

70743 

76614 

76613 

135,000 

NA 

Catalog-Deluxe Non Coded (bx of 50 cat) 

70742 

76616 

76615 

53,000 

NA 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
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MARLBORO COUNTRY STORE POS KIT INFORMATION 
EXHIBIT B 


Dimension Inc Trim 



POS# 

ALLOC# 

KIT# 

QUANTITY 

(HXL) 

PM FIXTURE GRAPHICS 

System 2000 Single Hdr 1’ 

67414 

67414 

76649 

25,000 

7-3/4 H x 11-5/8* 

System 2000 Single Hdr 2* 

67428 

67428 

76650 

20,000 

7-3/4" *23-5/8" 

V2000 Carton Header (Lit) 

67413 

67413 

76651 

1,3 00 

8" *24.719" 

OHPM - Version ffi (Lit) 

67415 

67415 

76652 

6,000 

12-3/32" * 42-25/32" 

OHPM - Reariit Signage (Lit) 

67416 

67416 

76653 

1,875 

13-7/8" x 40-7/8" 

OHPM - New Retrofit (Lit) 

67417 

67417 

76654 

1,000 

16-15/16" x 45-7/16" 

OHPM - 2 ft (Lit) 

67418 

67418 

76655 

1,000 

17-1/4" x 25-3/8" 

OHPM - Southland 

67493 

67493 

76672 

5,000 

12-3/32x32-1/4 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
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PHILIP MORRIS USA 


_ INTER-OFFICE CORRESPONDENCE 

120 PARK AVENUE, NEW YORK. NY 10017-5592 


To: 

From: 

Subject: 


Distribution Date: April 25, 1994 

Doron Stern 

MARLBORO COUNTRY STORE 
POOL TABLE OFFER 


Together with the other gear items the Marlboro Country Store catalog will feature 
a custom made professional (8 ft) pool table and cues manufactured by 
Brunswick Billiards. One thousand pool tables will be made available on a first 
come first serve basis to groups of smokers comprising at least 10 people. As the 
image leading piece in the MCS catalog, the pool table is designed to heighten 
excitement and encourage participation in the MCS continuity effort, especially 
among YAMS. 

Requirement 

25,000 Marlboro Country Store miles 
Timing 

Orders for pool tables will be accepted starting May 16, 1994 
Registration 

• The only way to receive a MCS Pool Table is by registering via 
1-800-MARLBORO. 

• Operators will start accepting telephone calls for registration on 
May 16. 

• A total of 2,000 smokers will be allowed to register. The first 1,050 
will be informed that they have been registered to order the pool table 
(primary recipients). The remaining 950 smokers will be notified that 
they have been placed on a waiting list. 

• As part of the system set up at Neodata to track the entire fulfillment process, 
each consumer will be assigned a serial number between 1 and 2,000 
which will appear in all program related correspondence. CSR's will also be 
trained to address all potential pool table related issues. 

Certification 

• The 1,050 primary recipients will receive a postage paid certification card 
featuring 10 spaces for signatures and respective ages, addresses and 
telephone numbers. The recipients must send in the complete certification 4 
weeks after card is mailed or they will lose their opportunity to receive the 
pool table. 


Source: https://www.industrydocuments.ucsf.edu/docs/knxl0000 
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April 25, 1994 
Page 2 


A non compliance letter will be sent out along with incomplete certification 
card to smokers who did not properly fill out card. Non compliance smokers 
will be given 2 weeks to complete certification card and send it back. 


On July 5th, Neodata will provide a count of completed certification cards 
received. At this time we will determine how many additional certification 
cards will be delivered to smokers placed on the waiting list (in order to 
achieve a total number of 1,050 certified smokers). Smokers on the waiting 
list who will not receive a certification card will be notified via telephone by 
August 8th. 


Waiting list smokers who receive certification cards will have 4 weeks to 
mail them back. We will follow the same non compliance procedure for 
waiting list smokers who do not fill out certification card per instructions. 


A unique P.O. Box will be set up to service all correspondence on pool 
table offer. 


PM will not be responsible for lost or stolen correspondence relating to 
pool table offer. 


Redemption 

• Smokers who send in completed certification cards by designated dates will 
receive an order form indicating expected delivery time. 


Smokers will send in their 25,000 MCS miles together with the order 
form to assigned P.O. Box. 


Smokers will be sent a letter from Brunswick after the correct number of 
UPC's and order form have been received. The letter will include a 
Brunswick telephone number for smokers to call to arrange delivery and 
timing. 


Neodata will furnish Brunswick with a list of smokers and corresponding 
serial number to control for accuracy. 


Brunswick will inform Neodata of pool table shipping addresses prior to 
shipment to check for any for any inappropriate destinations. 


Source: https://www.industrydocuments.ucsf.edu/docs/knxl0000 
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THE MARLBORO POCKET BILLIARD TABLE !BY BRUNSWICK?^ 

REGULATION SIZE. 3/4 INCH THICK SLATE. READY TO BE RESERVED BY YOUR GROU PNOW.| 

There'* no other table like It In the world. And only a lucky few will ever get to play on one. '•.‘T/'l* 

Crafted exclusively for Marlboro by Brunswick, the world's finest name In billiards, this extraordinary 
features solid exotic hardwood; a rich handcrafted finish; precision diamond-honed slate; Super fp~ 
cushions. Comes with balls, triangle, brush, bridge head, chalk and 4 pool cues. 

Measures a full 8 feet. Get a group of friends together | • 

and start saving the Miles now. 1 ; ; 

25,000 BILES — ( 

(See spcctal c'derng 
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Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 


















REGISTRATION FLOW 



Receive call from 
Neodata informing of 
non-selection 


6/ll7£88IK>2 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 











CERTIFICATION FLOW 
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Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 









REDEMPTION FLOW 


Sends in correct UPC's 
and order form 


Receives 

non-compliance letter 
with appropriate 
incorrect element 




Does not send in order 
form or UPC's for Pool 
Table 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 













PHILIP MORRIS USA 


_ INTEROFFICE CORRESPONDENCE 

' 120 PARK AVENUE, NEW YORK, NY 10017-5592 


To: 

From: 


Distribution 
Doron Stern 



Date: March 10, 1994 


Subject: MARLBORO COUNTRY STORE 

MICHIGAN COMMUNICATION PROGRAM 


A Marlboro Country Store communication effort will be launched in Michigan 
during March and April with the purpose of informing residents that they will be 
able to use an unlimited number of MAT miles (compared to the 300 miles 
limit for the remainder of the country) in order to redeem MCS Gear. The program 
will be executed via ROP, Direct and at retail. 

BACKGROUND 

Due to an increase in the excise tax in Michigan, we expect inventory of MAT 
product to appear at retail in Michigan as late as June, following the introduction 
of the Marlboro Country Store Program. The fact that this inventory will feature 
Adventure Team miles rather than Country Store miles may discourage 
consumers to purchase Marlboro cigarettes. To this end, we will make a special 
allowance for residents of Michigan and honor an unlimited number of MAT miles 
for Country Store gear redemption. 


BQR 

Newspaper advertising will drop in Michigan w/o March 7 as part of a national 
teaser program announcing the introduction of the Marlboro Country Store. 
Unlike national copy, Michigan advertising will not stipulate a limit of 300 MAT 
miles as a redemption constraint for Country Store gear. 


CLU3JLCI 

In April, smokers living in Michigan will receive a flyer in their Marlboro Country 
Store mailing. The flyer will serve to inform Michigan smokers that the 300 MAT 
mile limit found in the Country Store catalog order forms does not pertain to them. 


RETAIL 

In early April a communication program will be launched at retail informing 
retailers and consumers that Michigan residents can redeem an unlimited 
number of MAT miles for Country Store merchandise. 


Source: https://www.industrydocuments.ucsf.edu/docs/knxl0000 
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March 10, 1994 
Page 2 


TIMING: 


ELEMENTS: 


Communication at Retail 
April 4, 1994 



Item 

EQM 

EZE 

Total 

Retailer 

letter 

67467 

1 

9,228 

Poster 

67466 

2 

15,076 

Counter 

Card 

67468 

1 

7,538 

Tear 

Pad (100 Sheet) 

67485 

1 

7,538 


PLACEMENT/ 

ALLOCATION: Materials will be forced shipped to Michigan 

accounts via U.P.S. All Michigan accounts 
(9,228) will receive the retailer letter. Pack 
accounts (7,538) will also receive the POS 
elements -• posters, countercard with tear pad 
in addition to the retailer letter. 


FSF PARTICIPATION: The FSF in Michigan will ensure placement 

of POS. 


TELEMARKETING 

Given the special allowance of unlimited MAT miles in Michigan, we expect a 
number of telephone calls to 1-800-MARLBORO from curious smokers in and out 
of Michigan. CSR's are instructed to inform callers that Michigan residents will be 
permitted to redeem an unlimited number of MAT miles for MCS Gear. No 
explanation will be provided. 


DS/nr 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
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Philip ML s USA Continuity Promotions 

K. Eisen-Marlboro 
J. Bonhomme-Premium 

Functional Area: Consumer Research Functional Responsibility: Program Development^ & Refinement Name: K. Miller-Discount Page No. 1 


FUNCTIONAL IMPACT CHART 


Inputs 

Source 

y-> 

My Job 

Output 

Distribution 

Brand & Purchasing & 
LBCO/Backer description, 
elements, etc. (including 
desired program audience). 

Custom consumer research- 
usually qualitative--with key 
consumer segments. 

Describe scope of functional 

responsibility: 

When needed: 

- Obtain consumer input about 
program and elements (e.g. 
creative, catalog/items, 
execution/redemption 
mechanics). 

- Provide findings and 
implications for refinement of 
program/elements. 

Time needed to complete (in weeks): 

Qualitative: 

4-8 weeks, depending on 

availability of stimulus materials. 

Quantitative: 

6-10 weeks after receipt of 

materials. 

Report 

Brand Purchasing, 

Agency 



















- 



S8i?£88U0Z 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 






Philip Mi s USA Continuity Promotions 

K. Eisen-Marlboro 
J. Bonhomme-Premium 

Functional Area: Consumer Research Functional ResponsibilityProgram Evaluation Name: K. Miller-Discount 


FUNCTIONAL IMPACT CHART 


Inputs 

Source 

y-> 

My Job 

Output 

Distribution 

Brand, Agency, Purchasing 

Custom consumer research, 
usually quantitative, with key 
consumer segments. 

Describe scope of functional 
responsibility: 

When needed: 

Follow up research to: 

Report/Presentation 

Brand, Agency, Ml&A, 
Purchasing 



- track performance 

- obtain an early estimate of 
response to program/elements 

- obtain consumer feedback on the 
program/elements 





- provide input for refining/ 
developing future programs 










Time needed to complete (in weeks): 





Varies depending on scope of 
project. May provide tracking data 
on an on-going basis and other 





feedback periodically. Usually 
need 2-4 weeks to set up, 2-4 
weeks after interviewing for 
report. 



98fr£89XK>2 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 







Philip Mom U.SA. - Continuity Promotio ns 

Functional Area: MI&A _ Functional Responsibility: Forecast ing & Tracking- Name: — Roy T, Whaler )— Page No .—1 


FUNCTIONAL IMPACT CHART 


Inputs 

Source - 

—► My Job - 

—► Output 

Distribution 

Data types which include: 

- Mail Receipts 

- Items Ordered 

- Responders 
-UPC. 

Processing House 

Describe scope of 

functional 

responsibility: 

Develop Forecast models 
using historical trends. 

(2-4 weeks) 

- Develop re-forecasting 
models to provide 
reforecasts on a timely 
basis. (4 weeks) 

- Develop and perfect 
tracking methods to insure 
data integrity, (ongoing) 

- Data analysis to provide 
brand updates. (1 week) 

- Overall program review to 
determine if objectives are 
met and identify efficiency 
opportunities. (4 weeks) 

- Collect all pertinent 
information and identify key 
variables, (ongoing) 

- Provide data specs to 
fulfillment house for MSA 
transmittal. (2 weeks) 

Time needed to complete 
(in weeks): 

- Program forecasts by item 
with weekly builds. 

- Brand Group 

- Purchasing Department 

- Fulfillment Department 

- Outside Fulfillment Vendor 

Correlation coefficients 
by media vehicle and circulation 

- Brand Groups 

- Internal Department Usage 

- Media Schedule 

Brand 

Media 

Outside Agency 

- Program total liability 

- Changes in total liability 

- Brand Group 

- Finance Department 

- Cost by Item 

Purchasing and Finance 
Departments 

- Data Files 

Historical Programs 

- MSA 

- PSC 

- Historical Trend analysis 

- Internal Department Usage 

- Transmit files from fulfillment 
house and outside research 
vendors 

- MSA 

- Internal Department Usage 

- Data Specs for Outside 
Research Vendors 

- MSA 

- PM's IS Department 

- Consumer Marketing 
Information 

PM Consumer Research 
Department 

- Correlation analysis with 
known Millers 

- Internal Department Usage 

- MSA 


Z.8fr£88lV0Z 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 


























V-WEAR I '94 TOPLINE SUMMARY 

WEEK ENDING 5/4/94 




CURRENT WEEK 



CUMULATIVE 







ACTUAL 




ACTUAL 





ACTUAL 

VS. FORECAST 



ACTUAL 

VS. FORECAST 

TOTAL 


ACTUAL 

FORECAST 

VS, FOTECAST 


ACTUAL 

FORECAST 

VS, FORECAST 

% DiFF, 

FORECAST 

MAL RECEPTS 

6,371 

5,566 

805 

12.6% 

69.085 

71,185 

(2.100) 

-3.0% 

205,833 

HEMS 










HIGH 

2,856 

2,694 

162 

5.7% 

27,109 

31,350 

(4.241) 

-15.6% 

110,281 

MEDIUM 

2,946 

2,138 

808 

27.4% 

31.614 

32,794 

(1.180) 

-3.7% 

81,764 

LOW 

zm s 

3.832 

4.063 

51.5% 

76,Q 1.1 

66,149 

9.862 

13.0% 

162,515 

TOTAL 

13,697 

8,664 

5,033 

36.7% 

134,734 

130,292 

4,442 

3.3% 

344,560 

PCT.CONT. 










HIGH 

20.85% 

31.09% 

-10.24% 


20.12% 

24.06% 

-3.94% 


32.01% 

MEDIUM 

21.51% 

24.68% 

-3.17% 


23.46% 

25.17% 

-1.71% 


23.73% 

LOW 

57.64% 

44.23% 

13.41% 


56.42% 

50.77% 

5.65% 


44.26% 

AVGUPCSORDER 

188.43 

154.25 

34.18 

18.1% 

173.94 

155.25 

18.69 

10.7% 

166.04 

$ 

HIGH 

$81,898 

$86,274 

($4,376) 

-5.3% 

$783,384 

$962,412 

($179,027) 

-22.9% 

$3,490,075 

MEDIUM 

$31,652 

$23,223 

$8,429 

26.6% 

$338,234 

$353,668 

($15,433) 

-4.6% 

$885,462 

LOW 

$33,452 

$15,359 

$18,093 

54.1% 

$306.666 

$2.65T16Q 

$41.606 

13.6% 

$611,250 

TOTAL 

$147,002 

$124,856 

$22,146 

15.1% 

$1,428,285 

$1,581,140 

($152,855) 

-10.7% 

$4,986,787 


HEHUflilS 

• Cumulative Items Ordered and Mail Receipts are close to forecast 

• The Cumulative Item Cost is below forecast due to lower than expected redemption on High UPC Items. 

• Cumulatively, Item Mix is close to forecast, however current week mix indicates a shift toward Low UPC Items. 

• Total Items Ordered, week ending 5/4, is above forecast in each of the item UPC levels. 


ASSUMPTIONS 

FORECAST IS BASED ON THE 4/6/94 VERSION 


89t7£89U0Z 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 






VWI94 ITEMS ORDERED Chart 1 
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V-WEAR « 94: TOTAL ITEMS ORDERED 


















VWI94 ITEMS ORDERED Chart 4 
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V-WEARI *94: ITEMS PER ORDER 







































































V-WEAR I '94: %CUMULATIVE ITEMS ORDERED 


-O—— LOW ACTUAL-LOW FORECAST -□-MID ACTUAL -MID FORECAST 

-0™~-~ HIGH ACTUAL - - - - -HIGH FORECAST 
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VWI94 ITEMS ORDERED Chart 22 
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VWI94 ITEMS ORDERED Chart 21 


V-WEAR I '94: %CUMULATIVE RESPONSES 
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Page 1 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
















































V-WEAR I '94: %ITEM MIX 


LOW FORECAST .Q. MID ACTUAL MIO FORECAST 

HIGH FORECAST 
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PHILIP MORRIS USA 


INTER-OFFICE CORRESPONDENCE 

120 PARK AVENUE, NEW YORK, NY 10017-5592 
DATE: April 20, 1994 


TO: 

FROM: 

SUBJ: 


Nancy Parmet 
Karen Ando 

Marlboro Country Store Catalog Triads 


On April 6, 1994, we conducted 7 triads among Marlboro smokers to measure reactions to 
the new Country Store catalog. Groups were conducted among Red and Lights smokers, 
ages 21 through 34, males and females. In addition to exposing respondents to the new 
catalog, smokers also saw the Marlboro Birthday Card with free miles coupon, a direct 
piece scheduled to begin mailing this month. 

Attached is a detailed moderator’s report of findings. 


Key Findings: 


The Country Store catalog was received favorably. While the smokers recognized that the 
program’s theme and item selection are different from the Adventure Team: 

• The new theme was judged to be fitting with the traditional Marlboro image. 

• The items met their expectations of Marlboro quality. 

• Most could identify items they would save for. 


The birthday card generated the most excitement when accompanied with a “birthday 
present” of a free miles coupon. 

• Neither the birthday card nor miles alone generated the level of excitement that pairing 
the card and miles did. 

• Few respondents felt that receiving a birthday card from Marlboro was too intrusive, 
or questioned how Marlboro knew their birthday and address. 

cc: D. Beran 
K. Eisen 
N. Ellis 
E. Gee 
N. Lund 

S. Piskor 
D. Stem 
J. Taylor 

A. Von Germeten 

T. Young 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
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TO: Karen Eisen DATE: April 21.1994 

Philip Morris 

FROM: Bette Levine ce: 

SUBJECT: Marlboro Country Store Focus Groups 

We recently conducted seven (7) triads to explore Marlboro smokers' 
response to the Marlboro Country Store catalog. This diagnostic research 
also provided theropportunity to obtain reactions to the concept of a 
Birthday card from Marlboro, including a Bonus Country Store Miles coupon. 

The triads were conducted among the following sample of Marlboro 
smokers: 

Females 21-24: Marlboro Lights 
Females 25*34: Marlboro Lights 
Males 21*24: Marlboro Lights 
Males 25-34: Marlboro Lights 
Males 21-24: Mariboro Red (2 triads) 

Males 25-34: Marlboro Red 

The following summarizes key learning from this exploratory research. 


(ilfarfe/ng Perccptigns 

Source: https://www.industrydocuments.ucsf.edu/docs/knxiuuuO 
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TOOM I MARKETING PERCEPTIONS 


TO 


1 212 SS3 6337 


1994,04-21 


10I62HM #146 P.5 


fSunmBru^findtnarMemonndum- 


KEY FINDINGS 

MARLBORO COUNTRY STORE CATALOG 


OVERALL-RESPONSE 

In cenerai. response to the Marlbo ro Country Store catalog was 

positi v e. 

• The image and tonality of the catalog is seen as consistent 
with the traditional image of Mariboro 

• The items reflect quality, and the range of types of items 
is appreciated 

• The format invites browsing, and lends interest to the 
promotion 

Most who have been participating in the MAT program could find items 
they intend to save for from the MCS catalog. Some men and women who 
have not been participating in the MAT promotion noted that, assuming 
they see this new catalog, the theme and range of items available are 
more likely to prompt interest to participate than did the MAT promotion. 

The imagery of the MCS is more relaxed, and not as "demanding*' 
of a specific self-image or lifestyie as MAT 

The range of items appears to have a broader appeal, not as 
specific to outdoors involvement, and broader in styles and colors 


( A4arkc( frig /trccpf ions . 

Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO ~~ 
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t MQRKETING PERCEPT IONS TO 


1 212 880 8307 1934# 04-21 10182PM *145 p t 


■^ammani-FtnfllnarMgniorgndqmvi- 




The catalog presentation, the added-interest visuals around the 
premium items, and familiar brand names for selected items all 
contribute to an impression of "quality* that consumers expect 
and find consistent with Marlboro 

Some woman MAT par ticipants, however, fast excluded from what they see 

as-a.predominantly male-oriented.collection of premium?. 

The MAT "Gear," they noted, was more unisex in style, and could 
appeal to anyone into outdoors activities or active lifestyles. 

So me of the vouna adult men involved with MAT offered that the -ilemsJn 
the MAT catalogs were more unique, t hat the MCS catalog .present? items 
"you could l ust oo out and buv anywhere.* 

Even the T-Shirts in MAT, for example, were described as more 
unique, "cooler" by the lizard, et. al designs that those offered in 
the MCS catalog. 
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MARLBO RO COUNTRY STORE IMAGERY 

Consumers recognize a difference In Imagery and style .of thfl 
Marlboro country Store Catalog compared with tlte-MAT 
prom otion, many describing feeling more comforta b le with the 
Country Store. 

However... 

Some of the young adult men involved with the MAT promotion feel 
that the Country Store catalog projects a somewhat oider, more “laid- 
back" image - consistent with the traditional image of Marlboro, but 
lacking the excitement of the MAT Imagery. 

“The Marlboro Adventure Team was 'happenin' and this (Country Store) 
is just there." 

Marlboro Country Store ys. Mariboro.Adventure T eam 

MAT is interpreted as Marlboro of the 90‘s ~ fast-paced, adventuresome, 
a sense of high excitement, with the cowboy image contemporized by 
kayaks and 4 x 4's. While this imagery was highly appealing, some young 
adults and also older smokers remarked that the "camping* theme for the 
available items was limited in appeal. 

The Marlboro Country Store imagery is considered a reflection of Marlboro's 
traditional, historic image, most explaining that they find this easier, more 
relaxed, and more comfortable to relate to than the MAT imagery. 


( Perceptions 
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Those "not into camping* noted that the Marlboro Country Store catalog 
offers a wider range of types of items - "basic items that people can use 
everyday." 

"This probably has a broader audience. It's not as exciting as the 
Adventure Team, but there's a wider variety of useful things and 
it tits the familiar theme of Marlboro. You don't have to be a 
specific ‘type 1 to be attracted to this." 

Also appreciated by some not as heavily involved with the MAT promotion 
is that the Marlboro Country Store collection offers more varied styles; 
MAT was limited in appeal, to some, because "everything was red, black 
and yellow - it ail looked the same." 

There were differences of opinion about the use of the Marlboro logo on 
premiums. 

Some of those most heavily involved in the MAT promotion 
expressed that having the Marlboro Adventure Team logo on the 
items made them more special, more unique « "not something 
anyone could just go buy at the store.* 

Some lighter MAT participants said that one of the reasons they 
did not order more of the MAT items was because they did not 
want the Marlboro logo on everything: "You don't want people to 
know that you got this by saving up little Miles UPC’s." 

These lighter MAT participants, plus some who had not ordered 
from MAT catalogs because of dislike of having the Marlboro logo 
on especially clothing Items, said they would be more likely to 
order from the Country Store catalog as many items do not have 
the Marlboro logo, or have a more subtle logo. 


( Marketi ng Rsrccpiians 
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RESPONSE FROM MAT PARTICIPATORS 

Men 

Many of the men who have been involved in the MAT program have been 
anticipating the Country Store catalog. 

• Some are aware that the Miles icon now says "Country 
Store/Miles u 

• Some have received Direct announcement, and are aware 
that they can apply 300 MAT Miles to the new catalog 

• Some said they have heard about the up-coming catalog 
from friends who have received Direct announcement, 
noting that there is still considerable talk-value about 
Mariboro Miles especially among friends who have been 
collecting Miles as a group 

Among the men who have been participating in MAT Miles, the new . 
Marlboro Country Store catalog received mostly positive comments as 
to the types and range of items available. 

Most could quickly find items they intended to order, frequently mention 
pre....-ms being: Denim Shirt, Bundle of Ts, Jean Jacket, Brand M Cap, 
Gear Bag, Dart Board. Some of the oider men were interested in the 
Leather Shave Bag. 

The Pocket Billiard Table attracted considerable attention, but as soon as 
men noticed the required values, they decided they would never save 
enough to order this. (Until prompted to read the ordering instructions, 
there was little spontaneous attention to this information.) 


( Marketing fbreeptions 
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When asked to compare this new catalog with prior MAT catalogs, some of 
the younger aduit men offered that MAT was a more exciting and 
contemporary concept that offered more unique items, while the MOS Is 
"just a collection of clothes and stuff that looks like Marlboro Country/ 

They noted that they would still continue to participate, that there are 
still items In this new catalog of appeal, but that they imagery projected 
by this new catalog is not as powerful in Imagery as was MAT. 

Some of these younger adult men identified specific items in the 
MCS catalog they fait lent an older tonality (e.g., Leather Shave 
Bag, the selected style of Swiss Army Reid Watch, Cookout Irons) 
or a less contemporary stylishness to the MCS catalog (subtle 
designs on the T-Shirts,, leather collar on the Jean Jacket, 
leather trim on the Gear Bag). 

While some noticed that the MCS catalog items have higher Miles 
requirement values than prior catalogs, most were certain that they would 
be able to collect enough Country Store Miles for items of interest. Many 
have 'leftover Miles* from the MAT promotion, and, in addition, most now 
know how easily they can accumulate Miles. 


Woman 

The few women we talked with who have been participating in the MAT 
promotion expressed some disappointment with the Marlboro Country 
Store catalog. They noted that MAT "camping gear* was appealing to 
/anyone*, while they see the Marlboro Country Store as 'everything in 
here is for men.' 

Each could find something they would likely save for and order, but they 
felt more limited by the selection in this catalog than from the MAT 
collection. Most often mentioned items likely to order included: T*Shlrts, 
Gear Bag, Dart Board. A few of the older women were interested in the Big 
Chill Blanket. 


( Xtcirkeiim: Inceptions 

Source: https://www.industrydocuments.ucsf.edu/docsyKnyiUiJUO 
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RESPONSE FROM NON-MATPARTfClPANTS 

Some of the men and women who have not participated in the MAT 
promotion noted that they have been giving their Miles to friends, 
explaining that they are just not the type" to save, collect, and take the 
time to "bother* with premium promotion programs. 

Some noted that they have not participated in the MAT program because 
they did not see anything in the initial catalog of interest to them, and 
have not bothered to pay attention to whether there were additional 
catalogs. 

Some, especially among the women's groups, explained that they have 
heard about this promotion, but have never seen a catalog. They have 
heard from friends that MAT is "camping gear," a topic of little interest 
to them, but that they never actually saw a catalog or even a display of 
catalogs where they shop. 

Most non-participants, however, reported that they have friends who are 
"really into this," "“take my Miles," or that they have seen people "taking 
packs and tearing off the Miles." 

"I have a lot of friends really involved in this, i just never bothered to ask 
what it was really all about." 

When shown the Marlboro Country Store catalog, many of those not yet 
_ participating expressed that If they had a copy of this catalog, it would 
likely prompt some interest to consider saving to order. 

In general, these consumers felt that the MCS catalog offered a broad* 
appeal of types of items: There's something In here for any one." 
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They offered that the catalog was an appealing and comfortable reflection 
of the traditional image of Marlboro, and that the presentation and types 
of items reflected the quality they would expect from Marlboro. 

Some of the men offered a regional response, noting that the overall 
impression as well as the Items would likely have more appeal to 
Midwesterners or people who live in Texas.* While they could find a few 
items of personal appeal, they were not overly enthusiastic about this 
catalog. 

Some of the women felt more invited to participate in the MCS than they 
did with MAT by style and imagery, but noted that the selection of items 
was too male-oriented. They wondered why Marlboro didn't think to offer 
a woman’s version of, for example, the watch or the lighter. 


Source: https://www.industrydocuments.ucsf.edu/doi 
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The concept of a Birthday Card from Marlboro that also included a Bonus 
Country Store Miles insert was expiored with this sampling of consumers. 

Reactions to the idea of a Birthday Card from Marlboro received mixed 
reactions. The concept was more appealing when a "gift* of the Bonus MCS 
Miles was included. 




When asked how they would respond to receiving a birthday card from 
Marlboro, some said they would look at it, think ,* That's a nice gesture," 
and throw it out. "I'd open it, if it looked like this, like a regular card. I'd 
look at the picture ~ It's a nice picture - and then I’d toss it. I guess i'd 
think it was nice of them to do this, but I'm not going to keep it on my 
mantle or anything." 

Some added to that a positive impression of Marlboro taking the time to 
be in touch with their customers. "They would have to go through some 
special effort to puli out everyone's name and birthday, and it shows they 
care, about their customers. It's a nice personal touch." 


A majority among this sample, however, said that if this mailing were 
only a Birthday card, "They should save their 29c.* These people explained 
that they expect to get birthday cards from friends, and "Marlboro doesn't 
know me." They think of birthday cards as a personal expression of 
friendship, and "Marlboro isn't a personal friend of mine. Why would f get 
excited about a birthday card from them?" 


A few of the men said. "It might be cooler if this were signed by the 
Marlboro Man. Then it would have some collector's value. I’d go to work 
and tell my friends I got a card from the Marlboro Man." 


( Market ing R*reept fans 
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2041883506 






FT * C * - ' 'MPRKETIt'C* PHRCEPTIONS 


TO 


1S»4»0A-21 


10 * 


#14C 


Birthday Card With BonusJvfCS Miles 

The inctusion of Bonus MCS Miles in the Birthday Card prompted a 
different, and generally more favorable response. 

Now the card was seen as establishing the theme of 'birthday." instead of 
wondering about Marlboro's motives for sending a card, most focused on 
the Bonus MCS Miles and described this as a 'gift for my birthday.' 

"This is nice, a gift for my birthday." 

"Everyone likes to get gifts on their birthday." 

•I probably wouldn't go to work and say i got a birthday card from 
Marlboro, but I would tell my friends that Marlboro sent me some bonus 
Miles as a birthday gift. It’s something to talk about." 

Some said they would be pleased to receive this bonus from Marlboro any 
time, not just related to their birthday. Others, however, felt that getting 
this within the theme of a birthday gift added a little more special touch, 
'irs less commercial. You think of it as a birthday gift, not just 
advertising.' 


Source: https://www.industrydocuments.ucsf.edu/doc? 
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Marlboro Country Store Merchandise Selection Research 
Final Results 

Following are final results from the merchandise selection research conducted for the 
Country Store catalog. 

The main objective of the research was to evaluate 40 potential Country Store items, in fit 
with smokers' perceptions of Marlboro as well as power to motivate smokers to save 
UPC's. In addition to testing the items, 3 control items from the Adventure Team 
inventory were included among the test items to provide quantity guidance based on actual 
redemption data. 

Personal interviews were conducted in November among m/f smokers, past MAT 
collectors and never-cohectors, ages 21 through 44. Respondents viewed photographs of 
43 potential Country Store merchandise items, and evaluated each item on several criteria, 
including: 

• Appropriateness for inclusion in a Marlboro catalog 

• Interest in saving for, over an 8 month period 


Key Findings 

Appropriateness: Most of the items were judged appropriate for a Marlboro catalog by 
a majority of respondents, with the Brass Lighter and several western apparel items - the 
Jean and Five-Hide Jackets, Hat, Boots and Shirts -- leading the list. (Chart 1) 

• Only 6 out of the 40 total items were found to be appropriate by less than half the 
respondents. These included some of the more home-centered items, listed below: 


Least 

"Appropriate*’ Items 

Coffee Table Book 
Fireplace Tools 
Western Harmonica 
Retro Radio 
Cookin' Fixin's 
Sirloin Steaks 


% who say 
Appropriate for 
Mari boro Catalog 

49 

49 

48 

44 

40 

38 


Continued 4 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 


2041883508 



Marlboro Adventure Team Performance Update 
December 6, 1993 
Page 2 


Interest in Saving for: 

Among the Total Sample: Respondents were asked to identify the top 4 items they 
would save for over an 8 month period. Higher mileage items were cited most often, with 
the 250 UPC Discman leading the list (Chart 2) 

• 1 in 4 respondents reported they would collect UPC's for the Discman CD player, 
followed by the Five-Hide Jacket (360 UPC’s), Dartboard (75) and Jean Jacket (125). 

• Notably, the Brass Lighter (45) is the sole lower mileage item among the top items 
being saved for, achieving the third position among the 43 total items. 


Many of the items not being saved for are also items that were judged as least appropriate 
for a Marlboro catalog. 



% who Would 
Include in Top 4 
Items Saved for 


Coffee Table Book (50) 3 

Retro Radio (75) 3 

Classic Ad Poster (8) 2 

Cookin' Fixin’s (50) 2 

Marlboro Country Poster (8) 2 


Among Past MAT Collectors: The smokers most likely to participate in die Country 
Store program -- past MAT participants - report planning to save for a similar array of 
items as the total sample. (Chan 3) 

• The one exception is the Neon Sign, a Marlboro branded item that is somewhat 
more popular among MAT collectors, who are also heavier Marlboro smokers 

Among Males vs. Females: Some items appealed more to males than females. 

• Among past MAT collectors, males were much more likely than the women to 
report planning to save for the Neon Sign and Money Clip, and, to a lesser extent, 
the Pocket Knife and Western Boots. (Chart 4) 

• Female collectors, on the other hand, were much more likely to mention two 
apparel items - the Sunglasses and Western Shirt - and Discman CD: and. to a 
lesser extent, the Western Key Ring and Cooking Gear. 


Among Younger vs. Older: Some items also skewed in appeal by age. 

• The Discman CD. Neon Sign and Brass Lighter found their greatest appeal among 
younger collects. (Chan 5) 

• While older collectors were much more likely to cite planning to collect for the 
Leath e r Puff el -B a g, Wester n S hirt, Sunglasses . Rancher Vest and T bsmifla- 


Continued 
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Profile of MAT Collectors: 

In addition to measuring the appeal of the Country Store items, some profiling information 
on MAT collectors was also collected. 

Of the 314 MAT collectors interviewed, fewer than 4 in 10 had ever redeemed their miles 
for merchandise. 

• Of the actual redeemers, most had already received their gear, although 25% were 
still waiting. 

MAT 

Collectors 

(314) 


% 

Have Redeemed Miles for Gear 35 

Have received gear 75 

Have not received gear 25 

Have Not Yet Redeemed 65 


When the MAT collectors were asked if they would collect miles from other smokers to 
participate in a Country Store program, the vast majority of collectors reported that they 
would. 


Friends were the most often cited source for miles, followed by boy/girlfriend and 
spouse. 

MAT 

Collectors 


(314) 

% 


Would Ask Someone 


Else for Miles 85 

Friend 60 

Boyfriend/Girlfriend 29 

Spouse 27 

Family 13 

Co-Workers 4 


Distribution: 

D. Beran 
N. Ellis 
N. Lund 
N. Parmet 

S. Piskor 
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J. Taylor 

A Von Germeten 

T. Young 


T. Alleyne Chin 
P. Sica 
J. Turner 
R. Whalen 


K. Eisen 
E. Gee 
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Appropriate for Marlboro Catalog: Total Sample (n-598) 



Siriom (2001 \ 38% t ) = Number of UPC’s 
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Diskman CD (2S0) 
Five-Hide Jacket (360) 
Leather Duffel Bag (200) 
Western boots (360) 
Neon Sign (250) 
Juke Sox ($120 + 360) 
River Kayak (360) 
Shrfng Coat ($120 + 360) 
Hrim Pocket Watch (360) 
Sirloin Steaks (200) 
Poker Set ($50 + 250) 
Silver Buckle (360) 
Fireplace Tools (250) 

Jean Jacket (125) 
Dartboard (75) 
Sunglasses (125) 
Western Shirts (90) 
Western Blanket (75) 
Marlboro Hat (175) 
Bam Jacket (150) 
Rato Gear (100) 
Wnstwatch (100) 
Rancher Vests (100) 
Gloves (75) 
Cooking Gear (75) 
Belt (75) 
Travel Kit (ISO) 
Retro Radio (75) 

Brass Lighter (45) 
Kerosene Lamp (20) 
Thermos (25) 
Pocket Knife (18) 
Chckwgn Coffee Set 135) 
Country Match Tin > 8 ) 
Western Key Ring (5) 
Money Clip t<i5) 
Western Harmonica i tS) 
Bandannas it0) 
Coffee Table Book tSCi 
Bottle Opener 11 2) 
Cookin' Ftxm's (50) 
Classic Ad Poster « 8 t 
Mrlbo Country Poster 18 ) 


Top A Item® Would Save For: Total Sample (n*598) 
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Top 4 Items Would Save For MAT Collectors (n«314) 


Diskman CD (250) 
Five*Hide Jacket (360) 
Naoo Sign (250) 
Waatam boots (360) 
Laathar Duffel Bag (200) 
Juka Box (SI20 ♦ 360) 
Rivar Kayak (360) 
Hrtm Pockat Watch (360) 
Shrlng Coat ($120 + 360) 
Sir1o*n Staak* (200) 
Pokar Sat ($50 + 250) 
Silvar Buckla (360) 
Fireplace Tool* (250) 



Jean Jackat (125) 
Dartboard <75) 
Sunglasses (125) 
Western Blanket (75) 
Western Shirts (90) 
Rain Gear (100) 
Marlboro Hat (175) 
Sam Jackat (150) 
Rancher Vasts (100) 
Wrtstwatch (100) 
Cooking Gear (75) 
Gloves (75) 
Bert (75) 
Travel Kit (150) 
Retro Radio 1 75) 

Brass Lighter (45) 
Kerosene Lamp (20) 
Thermos (25) 
Pockat Knife 0 8) 
Chckwgn Coffee Set (35) 
Western Key Ring (5) 
Coffee Table Book 1 50) 
Country Match T:n «8) 
Money Clip (45) 
Western Harmonica 1 15) 
Bandannas 1 10) 
Bottle Opener 1 12) 
Classic Ad Poster (8) 
Cookin Fixin s i50) 
Mrltoo Country Poster (8) 
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Neon Sign (250) 
Money Clip (45} 

Pocket Knife (18) 

Western Bools (360| 
Cooking Gear (75) 
Western Key Huhj (5) 

Leather Dullel (200) 
Uiskrrwjn CD (250) 
Western Shirts (90) 
Sunglasses (125) 

H28881*02 


Top 4 Hems Would Save For: MAT Collectors -* Male vs Female 
Mot* Appealing lo Males “«• ApP«*l»>3 "> Females 



Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 




Disc man CD (250) 


Neon Sign (250) 


Brass Lighter (45) 


Thermos (25) 


Rancher Vest (100) 


Sunglasses (125) 


Western Shul (90) 


Leather Dutlel (200) 




Top 4 Items Would Save For: MAT Collectors -- Older vs. Younger 
Mora Appealing to Younger Cottpctors 


Mora Appealing to Oldar Collectors 



S 35 - 44 (n=92) □ 25 - 34 (n=113) ■ 21 * 24 (n=109) 
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FROM: Lauren Hennan/Karen Miller 

SUBJECT: Al pine Ince ntives Qualitative Research -- Final Report 


Attached is the moderator’s report for the Alpine Incentives Qualitative Research that was 
conducted on October 20th and 21st in Chicago. The research was conducted among 
smokers ages 25-44, who were smokers of Alpine, Salem, or other menthol discount 
brands. In addition, all respondents were positively disposed to participating in programs 
where they send in UPCs for gifts/merchandise/discounts, not necessarily for cigarettes. 

High-end/aspirational types of items generated the most interest. These items were seen as 
luxuries that these smokers would like to have but don' t/can't spend the money on, or 
things that they do have but could always use an extra/new one. The respondents felt that 
saving UPCs is a convenient, inexpensive way (T m buying cigarettes anyway") to get 
these items. 

Low to mid-end items are a necessary component to this type of program; they provide a 
use for UPCs saved towards a high-end item in the event the offer is expiring before they 
have saved enough, or they simply change their minds. However, they too have to provide 
high quality perceptions rather than being either easily obtainable from the local "five and 
dime" or more suitable for inclusion in a multi-pack promotion. 

Free product was seen as a desirable offering because it was something they could use and 
was seen as something that wouldn't take too long to save for. We think that the quantity 
should be restricted (e.g. no more than 2 or 3 cartons per household). 


PisJaibutiQn 
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Background/Pureoat 

Alpine is planning to offer a proof of purchase continuity 
program that features items that relate to "a mountain 
fresh”/mountain lodge type of theme. 

The purpose of this research is to get consumer input into 
alternative offerings under consideration for inclusion in 
this program. 


Methodology 

A total of four focus groups were conducted among smokers, 
ages 25-44. All were smokers of Alpine, Salem, or other 
menthol discount brands. In addition, respondents needed to 
be positively disposed to participating in programs where 
they send in UPC*s for gifts/merchandise/discounts, not 
necessarily for cigarettes. 

These groups were conducted in Chicago, Illinois on October 
20th and 21st, 1993. 

After an initial discussion on continuity programs, 
respondents were shown the items being considered for 
inclusion in the Alpine catalog. They were asked to sort them 
on the basis of perceived value. Following the sort, 
individual items were discussed. 

See Appendix for list of incentives. 


caveat 

This research is meant to be directional, to provide guidance 
and insights. It is not to be considered definitive nor 
projectable. 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
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PROGRAM 

For adults who are positive about redeeming upc*s, cigarette 
continuity programs of this type are perceived as fun and a 
way of getting something extra without additional costs and 
with little effort. It lends positive reinforcement for 
Alpine smokers and may attract some competitive smokers. 

MERCHANDISE 

Overall, any merchandise offered has to be quality and worth 
saving for. Given this, low(est) end items, i.e. playing 
cards, plastic coasters, are, at best, more appropriate as 
"give-aways" at the point of purchase. 

Of the other items shown, the high(er) end items seemed to 
warrant consideration for inclusion. Some were not products 
that these respondents would ordinarily go out and buy for 
themselves; some would be "extras" of products they owned and 
liked; all were perceived to be of high quality. They 
included: 

- Cappucino/espresso maker 

- Comforter 

- Picnic basket(s) 

- Fleece outer shirt 

- Sweatsuit 

- Brass vinyl coasters 

- Throw blanket 

The idea of a free carton of cigarettes also warrants 
consideration. It was well received and may provide a way for 
consumers to get "more instant gratification" when they are 
tired of saving for a bigger ticket item. 

Products which seemed to have more limited appeal included 
the knits, welcome mat, mugs/coffee, outer jacket, night 
shirt, rugby and down vest. 

While clothing in general is not a bad idea, the articles 
that did poorly suffered from inferior quality perceptions 
and color choices. 

There was interest in other high(er) end items, such as 
camping and outdoor equipment, household appliances, and 
electronics. 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
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ALPXNE NAME/SYMBOL 

Caution should be exercised when branding the merchandise. 

The actual name, Alpine, seems to be more acceptable on lower 
end merchandise such as playing cards, tee shirts, lighters 
and caps. 

Philip Morris may have equity with Alpine's mountain symbol. 
Among Alpine smokers in these groups, it was known and well 
liked. The symbol seems to have broader application than the 
name; it can be included on virtually all items to be 
offered. 

in addition, the mountains appear to be synergistic with 
items having outdoor themes. This creates the possibility of 
a "themed" presentation including such offerings as camping 
equipment or a calendar with scenic representations of this 
symbol. 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
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Findings 


THE PROGRAM 

All of the adults recruited had a positive attitude toward 
programs where they could save UPC's for discounts, gifts, 
merchandise, etc. Therefore, for them, saving UPC's is a 
familiar and well liked way to get something for nothing with 
little effort. 

Companies making the offers are "rewarding the customer", 

"saying thank you." Parti 9 ipating is described as "fun" and 
"getting something for nothing. I smoke anyway." One man 
seemed to sum this up: 

"It's a little bit of Christmas. I've got this many 
coupons and I can get something." 

In these groups, the men's experience with these types of 
programs included cigarettes and seemingly, little else. By 
contrast, the women's experience was primarily in food, 
although some had participated in cigarette related offers. 

These respondents claim that participation in these kinds of 
programs leads them to exhibit greater brand loyalty during 
the redemption period. They might go to another place to find 
a pack of Alpine rather than make a switch at the point of 
purchase. 

•»I*d be more likely to buy Alpine to get a free thing." 

(female) 

"It would influence my purchase if I wanted something." 

(male) 

MERCHANDISE 

When faced with the task of sorting the merchandise, an array 
going from low to high was easily created. 

Low(er). end items 

The low(er) end merchandise did not elicit much interest be¬ 
cause these items were the kind of things that could be 
purchased at the local "five and ten" for a nominal amount of 
money. 

TO 

"Why would you want to save up for it when you can 
get it at the five and dime." (female) 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 


I 


041883520 



P . 06 


-4- 


"I wouldn't save for that. I can walk into a five and 
dime and pick it up for a buck.” (male) 

At best, the lowest end items, plastic playing cards and 
plastic coasters, were thought to be more appropriate as a 
"give away” with a two/three pack or carton purchase. 

"This is a cheap pack promo, free with two packs. " 
(male) 

"These are dollar store items. If you buy a three pack, 
you get it free." (male) 

The other low end items - welcome mat, ceramic mugs with 
coffee, etched glass mugs and knits did not elicit much 
interest. 

The knits and welcome mat were thought to be ugly/poor 
quality, items that would be difficult to adjust to personal 
taste and needs. 

"It's not a real fun item. We're not excited about 
that group." (knits-female) 

"That's something you'd get from you grandmother." 
(knits-female) 

"The designs and colors are not my taste." (welcome 
mat-female) 

The mugs, be they glass or ceramic, were things they already 
seemed to have in abundance and not something they would 
bother to save for. The coffee was a nice "also", but did 
little to enhance interest in these items. One woman noted: 

"I don't need it. I have enough in my house." 

The brass /vinyl coasters were the only low(er) end item to 
elicit much interest. They were perceived to be higher 
quality than the other low end offerings and something many 
wanted to have and could use in their homes. 

"This is hot. I like coasters. I can use them." (male) 

"They're solid and a better quality." (female) 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
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The mid range Items 

clothing seemed to represent the bulk of the items perceived 
to be in the mid UPC or value range. While clothing in 
general is not a bad idea, care should be taken to ensure 
that any specific articles deliver against basic criteria of 
quality and personal taste. 

Of the clothing items shown to these respondents, only the 
green fleece top and the Alpine sweatsuit seemed to engender 
consistent interest. Both were felt to be quality articles of 
clothing and aesthetically pleasing- nice colors and styling. 

"This would be great for biking. I like the color and 
the style." (fleece - female) 

"I like the fleece. It looks comfortable and warm." 
(fleece-male) 

"I could always use another sweat suit. I liked the 
color." (sweatsuit-male) 

While there was some interest in saving for these kinds of 
items, the actual night shirt, rugby and down vest shown were 
not very appealing. Each was felt to be "poor quality" and 
have unappealing colors. 

"I love rugbies. This one is too much, too colorful." 
(female) 

"It's so loud you can't get lost. It’s for the upper 
crust." (rugby- male) 

"This is not for men. It should be longer and green 
flannel." (nightshirt- male) 

The acrylic throw blanket was also perceived to fall into 
this value range and was well liked. Chicago was cold so an 
article like this was felt to be appropriate for the car, the 
couch, a football stadium, even as a gift. 

"This is good on the couch, rocker and good for a 
football game. It's a good size." (female) 

"I like throws. We put them to a lot of use." (female) 

"I like the colors. I like throws. It's a nice gift 
item." (male) 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
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Th* highf<?rl gM i&ama 

For -the most part, the items in this range were the most 
popular. Many expressed interest in redeeming for the 
Cappucino/espresso maker, the comforter, and the picnic 
baskets. 

These were items that were perceived to be "worth saving 
for," and things that consumers would not readily go out and 
buy for themselves but would like to have. 

"It’s stuff you wouldn't go out and buy for yourself 
that's fun to save for." (female) 

"I like these. They're bigger and more expensive." 

(male) 

The highest perceived value item- the cappucino maker was the 
perfect "gift", something "I always wanted but never had the 
extra money for", "something I wouldn't buy for myself but 
would like to have." Both the cups and the tape were "nice to 
have" but only the cups seemed to have any added value. 

The picnic baskets- both the one with the game and the 
slightly more upscale one with the wine glasses were very 
well received. 

"It's romantic." (female) 

"It's very cute. It's a great shower gift." (female) 

"It reminds me of my childhood. I've always loved 
picnics." (male) 

The green and white reversible comforter was seen as a high 
quality "necessity." Although all had comforters and 
blankets, the idea of a new one to replace the "ratty" one 
now on the bed was appealing. 

"They are big and expensive. Everyone wants to buy a new 
one but you'll be using an old ragged one before going 
to buy. You could use the old one while saving for it." 
(male) 

"I like the colors and that it's reversible." (female) 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
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While the idea of an outer jacket elicited interest, the 
quality of the particular one shown was not particularly 
attractive, perhaps because it wasn't down. The red, white 
and blue colors were also less than optimal. 

"It would be better in green and white." (male) 

"I like jackets, but not this one. This isn't even 
down." (female) 

& carton &£ Cigarettes 

The idea of being able to redeem UPC codes for a carton of 
cigarettes was quite a hit. It was something they would use, 
something they need and it would not take too long to save 
for. 


"Cigarettes is something I'm going to buy anyway. 

It's like getting a freebie." (female) 

"That's a good idea. We all smoke anyway." (male) 

BRANDING THE MERCHANDISE 

Among Alpine smokers in these groups, the Alpine mountain 
symbol was familiar and liked. Whereas the name Alpine was 
not universally acceptable for inclusion on these items, the 
mountain logo appeared to have far broader appeal. 

The name of the cigarette was considered more acceptable for 
low(er) end items such as lighters or tee shirts and less 
acceptable for household merchandise or outerwear. 

On the other hand, there was little or no resistance to the 
mountain symbol. It was aesthetically pleasing and 
represented the brand without spelling it out, a la, the Polo 
rider and the Izod alligator. One man seemed to sum it up: 

"I don't want clothing with advertising. You can put the 
mountains on the shirt but not the name." (male) 


Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
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Week # 


\MAT Week Ending '93 


Total Smoker Collecting 
21-24 Smoker Collectin 


\MCS Week Ending *94 


Total Smoker Collecting 

21-24 Smoker Collecting 1 26.8% 1 28.6% | 31.8% [ _|_|_ 

Continuous Tracking on a 4-week roiling basis, among total smokers 21+ years o<d. 


3*Jan | 17-Jan I 31-Jan 14-Feb 28-Feb 14-Mar 28-Mar 11-Apr 


9.5% 

23.4% 


12-Jun 26-Jun 10-Jul 24-Jul 7-Au 


JL 

15-Ma 

in 

29-Ma' 

t 0 

14 1% 

16.0% 


28.6% 

31.8% 


13.9% 

14.1% 

26.4% 

30.4% 



Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 
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PHILIP MORRIS USA 


TO: 

FROM: 

SUBJECT: 


INTER-OFFICE CORRESPONDENCE 

120 PARK AVENUE. NEW YORK. NY 10017-5592 

Adrian Marrullier date: March 16.1994 

Shari Teitelbaum j^C 

1994 V Wear Qualivue -- Topline Results 

The following summarizes Topline results from the Virginia Slims 1994 V Wear 
QualiVue study. These preliminary results are very favorable, with response 
levels in terms of readership and planning on ordering significantly higherthan 
those from the 1993 V Wear Qualivue study. Specifically: 

• More than nine out of ten respondents read the 1994 catalog , with 
approximately 60 percent planning on ordering something from it. 

Comparable numbers for 1993 were 69 and 40 percent, respectively. 

(Table 1) 

• Not surprisingly, these numbers are significantly higher among Virginia 

Slims than among Competitive smokers. Almost three-quarters of Virginia 
Slims smokers are planning on ordering something, twice as high as the 
level for Competitive smokers. (Table 2) 

• While there is no difference in catalog readership by age, it appears that 

smokers ages 21 -34 will be more likely to order from it than older 
respondents. (Table 2) 

• Consistent with last year’s results, the lighter should be the most often 
ordered item. One-third of those smokers who said they are planning on 
ordering something mentioned the pendant lighter on an unaided basis. 

The leather jacket also garnered significant attention, with one-quarter of 
those likely to order mentioning it on an unaided basis. Other items which 
are most likely to be ordered (based on an aided question) include the big 
white shirt, watch, burgundy vest, tapestry tote bag, and sunglasses. 

(Table 3) 

• Items which will have the lowest redemption rates Pased on these results 
include the tattoo kit, floral scarf, choker kit and suede pouch. 

(Table 3) 

The final report will provide more detail about the imagery associated with the 
catalog, awareness of and attitudes about the Slims Club, and a comparison of 
the 1994 and 1993 V Wear catalogs. Verbatim responses to open-ended 
questions will be included to provide input for creative development for the next 
V Wear collection. The report should be available at the beginning of Apnl. 


cc: D. Be ran 
J. Bonhomme 
P. d'Albis (LBCo) 
E. FranKlin (LBCo) 
E. Gee 


K. Lalley (LBCo)) 
S. LeVan 

C. Murray 

D. Ryan (LBCo) 
M. Valinoti 


Source: https://www.industrydocuments.ucsf.edu/docs/knxl0000 
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1994 VERSUS 1993 V-WEAR CATALOG 


Competitive 




Total 

Virginia Slims 

Brands 


1994 

1993 

1994 

1993 

1994 

1993 

Total Respondents 

(179) 

(120) 

(115) 

(57) 

(64) 

(63) 

Catalog. 

%. 

% 

%. 

: % 

°A 

°A 

Read Catalog 

93 

69 

98 

83 

84 

57 1 

Kept Catalog 

59 

40 

73 

51 

33 

30 

Saving UPC’s 

63 

38 

78 

54 

36 

22 

Plan on Ordering 

59 

40 

72 

58 

36 

24 


• » | -I *t ~l - -t -n — 

Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 





V-WEAR CATALOG REACTIONS 


Age Regular Brand 



Total 

21-34 

35-44 

45-64 

Virginia 

Slims 

Competitive 

Brands 

1993 

Responders 

Total Respondents 

(179) 

(54) 

(54) 

(71) 

(115) . 

(64) 

(33)* 

Catalog 

%. 

°A 

A 

A 

A 

% 

A 

\ 

Read Catalog 

93 

96 

91 

93 

98 

84 

100 

Kept Catalog 

59 

65 

56 

56 

73 

33 

88 

Saving UPC's 

63 

74 

57 

59 

78 

36 

97 

Plan on Ordering 

59 

70 

56 

54 

72 

36 

91 


*Note: Small Base Size 

I ) Significantly different at 95% level of confidence 

Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 



REACTIONS TO ITEMS IN CATALOG 


Unaided _ Aided 

Likely to Order 



Caught 

Attention 

First 

Mention 

Other 

Mentions 

Total 

Very Likely 

To Order 

Very Likely/Likely 

To Order 

Islal Respondents 

(179) 

(106)* 

(106)* 

(106)* 

(106)* 

(106)* 


% 

A 

A 

& 

& 

% 

Leather Jacket (400 UPC's) 

31 

18 

7 

25 

35 

40 

Pendant Lighter (40 UPC's) 

26 

16 

16 

32 

45 

61 

Big White Shirt (80 UPC's) 

18 

4 

13 

17 

34 

46 

Watch (240 UPC’s) 

17 

12 

11 

23 

33 

46 1 

Burgundy Vest (100 UPC's) 

15 

12 

7 

19 

32 

43 

Tapestry Tote Bag (60 UPC's) 

13 

10 

11 

21 

30 

45 

Sunglasses (40 UPC's) 

11 

6 

14 

20 

26 

38 

Quote Tee Shirt (30 UPC's) 

11 

3 

9 

12 

28 

39 

Suede Pouch (175 UPC's) 

8 

5 

8 

13 

21 

29 

Floral Scarf (55 UPC's) 

6 

- 

3 

3 

9 

16 

Choker Kit (35 UPC's) 

3 

5 

4 

9 

14 

29 

Tatoo Kit (20 UPC's) 

1 

1 

— 

1 

9 

11 


6250881^02 


* Among those who read the catalog and said they are planning to order something 

Source: https://www.industrydocuments.ucsf.edu/docs/knxlOOOO 


